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St. Louis Republic : 


Daily Average Circulation for 365 days in 1894, 
57,335. j= 
Sunday Average Circulation for 1894, 
65,569. 
125,384. 


Sunday Average, Aug. 1, 1894, to Aug. 1, 18956, 


66,033. 
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(3 Proofs of circulation furnished in any 
practical manner suggested by an advertiser. 





Rates quickly furnished by 
THE REPUBLIC, St. Louis, Mo. 
w York Office, 146 TIMES BUILDING. 
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PRINTEPS’ INK. 


Large 
Crops 
Make 
Large 
Bank 


Accounts 
—S 


The acquaintance of people having read) 
money is worth cultivating. 

Bright advertisers know this, and arrange 
their advertising expenditures accordingly. 

The country people are the prosperous class 
just now. 





For the next year money will be abundant 
with them. 

Their crops are enormous and will make 
them rich. 

To secure-the trade of the country people 
use the local weekly. 


There are 1450 local weeklies on the Atlantic Coast Lists 
They reach more than one million families weekly 
One order, one electrotype does the business. 
Catalogue and estimate for the asking. 


ATLANTIC COAST LISTS, 
134 Leonard Street, New York. 
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Vol. XIII. 


LONDON’S ADVERTISING AGENTS. 
By T. B. Russell. 


I am asked to describe for PRINT- 
ers’ INK the advertising agents anc 
agencies of London. 

It is well that I was not enjoined to 
erate them. There are probably 
about a hundred in all; but the 
ion Directory muddles them up 

manner which would make it 
mely difficult to calculate the ex- 
imber. They are divided and sub- 
beyond hope of understand- 
nto advertisement agents, adver- 
nt contractors, agents for adver- 
nent prospectuses, advertisers’ 
agents, proprietors of advertising offices 
th twelve sub-divisions) and news- 
paper advertising agencies. 

Many houses are put down in several 
of these categories. Some appear to 
be advertising agents but not adver- 

ng contractors, while some adver- 
‘contractors are not proprietors 
ivertising offices (which is strange), 
there are such unexpected people 
ed as contractors or agents of 

ne sort and another that I was quite 

rised not to find myself there—not 

I am or ever expect to be one or 
ther. 


ed 
; 


(Ww 


* * * 


sre are, as I have said, probably 
a hundred different bona fide 
rtising agents here—people who 
ly place advertisements of one 
or another ; but for all purposes 
neral interest the list can be con- 
ed much smaller. Naturally there 
<ind of specialism in the business. 
houses go in for one kind of 
ss and some for another. One 
easily have an acquaintance more 
ss personal with most of the con- 
that PRINTERS’ INK is likely to 
nything about, without possess- 
her a particularly copious memory 
very heavy card basket. No 
some agencies are better than 
it is not always those that are 
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others ; 
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best known that are the most setis- 
factory to do business with. I do not 
propose any attempt to institute com- 
parison between one house and another. 
Most of themare very good friends of 
mine ; but I hold no brief for any of 
them—have no favorite to write up 
and no enemies to get even with. 

* 


* * 


Some of the most prominent adver- 
tising agencies get out a year book of 
one kind or another—generally de- 
scribed as an ‘‘ advertisement direct- 
ory,” and containing information, more 
or less usefully tabulated, about the 
newspaper press of this country, to- 
gether with enough advertisements to 
pay wholly or in part for the pro- 
duction of the volume—and in some 
cases to leave a profit. None of these 
annuals professes to give authoritative 
circulation ratings. The Newspaper 
Press Directory, edited by Mr. Walter 
Wellsman, F. R. S. L., is the oldest 
directory of the press now issued in 
fhis country, having been started by 
Mr. Charles Mitchell in 1846, and 
edited by him until 1858, when Mr. 
Wellsman took up the work, which he 
has continued ever since. It is the 
best arranged and most compendious 
of these books. The advertisements 
are wisely imited, and the book is sold 
at two shillings. 


* * * 


Probably the best way to give an 
idea of various London agencies will 
be to take a few of them seriatim, and 
give instances of the kind of advertis- 
ing which they do. Premising that no 
attempt is being made to range them 
in order of importance or otherwise, I 
will begin with Messrs. Street & Co., 
of 30 Cornhill, London, who also have 
offices in New York, at Park Place and 
Murray Street. This very well known 
and respectable house does a consider- 
able business in company-prospectus ad- 
vertising, and in bankers’ and shipping 
advertisements ; doing the whoie of the 
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P. & O. Steamship Company’s work. 
Among other well-known lines placed 
by Street’s are Lea & Perrin’s Sauce, 
Apollinaris Water, Neave’s Food, and 
Crosse & Blackwell’s goods (jams, 
pickles, etc.). 

* * * 


Mr. James Willing, of 125 Strand, 


does chiefly theatrical work, which of _ 


course includes a good deal of billpost- 
ing. There are two other Willings in the 
advertising business—one of them mak- 
ing a specialty of railway and street 
carriage advertisements and of enam- 
eled iron. It was this Willing who 
many years ago popularized the now 
well-known application of a Shake- 
spearean quotation : 
“WILLING ‘ doth give us Bold Advertise- 

ment.’”’ (Henry V1.) 

* * Y 

Messrs. Crossley, Moir & Co., of 
57% Coleman street, place the English 
advertising of Carter’s Little Liver 
Pills, and Scott’s Emulsion, and many 
other well-known lines. They have a 
large and well established business, 
and possess many American clients. 

* ¥ & 


The business founded by the late T. 
B. Browne, 163 Queen Victoria street, 
is now carried on by a company in his 
name, and is doing more business at 
the present time than ever before. The 
remarkable feature of the Browne con- 
cern is the way in which it combines 
under one roof all sorts of trades con- 
nected with advertising, that are not 
generally done by agents. Type set- 
ting, photography, writing and design- 
ing, wood engraving, process work, 
stereotyping, and electrotyping, are all 
done—and mostly we done—on the 
premises: There is a press service (for 
the supply of matter, pictures and 
stereotype to the country papers), which 
was mentioned by me in these col- 
umns when it was first inaugurated, and 
it is going strong at the present time. 
T. B. Browne, Limited, is special 
agent for Amswers and the other pub- 
lications of the Harmsworth concern, 
and places the English business of 
Pears’ Soap, Hudson’s Soap Powder, 
Cadbury’s Cocoa, Izal, Benger’s Food, 
H-O, Selvyt, Reckitt’s Blue, Brins- 
mead’s Pianos, and Fibre Chamois. 
Browne’s ‘‘ Advertisers’ A. B. C.’’— 
large volume, thicker than the Ameri- 
can Newspaper Directory—is set up 
on the premises, which means a good 
deal of type and shows how extensive 
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are the printing operations of which 
the concern is capable. 
* x am 

Messrs. C. Mitchell & Co., of Red 
Lion Court, Fleet street, publish« 
the Newspaper Press Directory, take 
a high place in foreign and co 
work. They have likewise a 
Enevlish business, and have had r 
a marked success in advertiseme: 
the ‘‘pure reading matter unclassi' 
style. They do Warner’s Safe | 
and Dr. Williams’ Pink Pills for 
People, both for this country and th: 
colonies, on this line ; and in gen 
advertising I may mention Cockle's 
Pills, Cuticura, Florida Water ani the 
Norwich Union Fire and Life Insur- 
ance Company as well-known clients 
of theirs. They do a considerah| 
business in insurance and prospectus 
advertising, and do not make a featur: 
of special agency, though they ar 
contractors for the /’a// Mall Jaga- 
zine. It is, however, as foreign ar 
colonial advertising agents that | 
Mitchell & Co. are specially promi- 
nent. This class of advertising 
often placed through London with ad- 
vantage. The foreign and colonia 
business of the following concerns is 
I believe, done entirely by Mitchell's 
—Carter’s Little Liver Pills, Warner's 
Safe Cure, Pink Pills for Pale Peop 
Benson’s Plasters, Condy’s Fluid, | ip- 
ton’s Teas, Robinson & Cleaver’s be'- 
fast Linens, Vinolia, and Mrs. Allen's 
Hair Restorer. 

* * * 

Mr. Henry Sell and Messrs. Mather 
& Crowther are firms known to me o1 
casually. An invitation to furnis! 
formation produced negative results 
the former replying that he did not car 
for notice in PRINTERS’ INK, the latte 
ignoring the communication altogether 
Mather & Crowther are special agent 
for a few magazines—they do the ai- 
vertising of Mellin’s Food, Gallah« 
Tobaccos and Ivy Soap. I d 
know what Mr. Sell does, and, as he wi! 
not tell me, cannot tell you. 

* * * 

An agent who does considerable 
special agency for magazines and re- 
ligious papers is Mr. Charles Wilkes o! 
29 Ludgate Hill, who also places thead- 


a vertising of Owbridge’s Lung Toni 


and of Frame Food. 
* oa * 
Messrs. Clarke, Son & Platt, 55 
Grace Church Street, do the En glish 
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\dvertising of Bryant & May’s Matches, 
Elliman’s Embrocation, Mrs. Winslow’s 
soothing Syrup, Clarke’s Blood Mix- 
ire and Seigel’s Syrup (A. J. White). 
iey are also sole advertisement con- 
ractors for an official publication—the 
wrd of Trade Journal—which is said 
ye a very lucrative contract. R. F. 
Vhite & Son, 33 Fleet Street, are like- 
e described as Government Adver- 
ng Agents. They doa good deal of 
irance (including the ‘‘Sun” Fire 
| Life) and some amount of general 
siness. Mr. W. R. Horncastle, of 
Cheapside, makes a specialty of 
npany-prospectus advertising,as does 
W. Vickers, 5 Nicholas Lane. The 
nk of England has an advertising 
wency all to itself, Messrs. Leath- 
Lite & Summons, Pope’s Head Alley; 
| all of Rothschild’s and of Shroed- 
s financial advertising is done by C. 
tarker & Sons, Birchin Lane. 
* * * 
There are three journals of adver- 
ng issued here. The London 
RINTERS’ INK, which is the Little 
volmaster of New York, with a 
r-page supplement, is issued by 
F. W. Sears, of 138 Fleet street, 
) is an advertising agent, making a 
ialty of supplying illustrations. 


sis the only weekly paper in the 
ertising interest issued here. Fame, 
first advertising journal published 
(it distinguished itself, you may 
nember, by frankly owning at the 


tset the inspiration of the Little 
hoolmaster), is a monthly, issued by 
Mitchell & Co. Advertising, another 
mthly, in colored wrapper, is pub- 
shed by Mr. Thomas Smith, of 132 
eet street, a well-known and widely- 
spected advertising agent, who is 
so the proprietor of a successful semi- 
igious newspaper, Great Thoughts. 
ke Mr. Wilkes, Mr. Smith makes 
ither a specialty of religious papers. 
* x * 
his is a cursory view of afew Lon- 
nagencies. It does not pretend to 
exhaustive, and there are necessarily 
ny omissions, because there has got 
be room left in PRINTERS’ INK fag 
her writers to occupy. 
* * - 

When an advertising man comes to 
igland from America, he is generally 
tonished to find how few of our 
rominent houses place their own 
wspaper advertising. He usually 


declares an intention of dispensing 
with an advertising agency, and plac- 
ing the business himself ; but invari- 
ably finds, on investigation, that this 
is too big a contract, and that a lot of 
money (to say nothing of an infinity of 
trouble) can be saved by employing a 
competent agency to the work. 
There are very few exceptions to the, 
rule that English newspaper advertis- 
ing is placed through agencies—though 
there are exceptions, among which 
may be mentioned Beecham’s Pills and 
Epps’ Cocoa. On the other hand, it is 
not very often that English houses do 
business exclusize/y through an agent. 
As a rule, they place the regular con- 
tracts, especially the country ones, 
through the agent, but do occasional or 
exceptional things direct. 


do 


aA Eh 
FACETIOUS ADVERTISING, 
‘By Joel ‘Benton. 

I have always thought that business 
is second in seriousness to only one 
other subject. In great cities, where 
the struggle for existence is as keen 
as an Olympian match, it is certainly 
so, and is the dominating and impera- 
tive thought. Yet, in spite of all this, 
and ot the general dislike of trifling in 
business houses, there is here and 
there a genius who can violate discreet 
rules, and can mingle a sprinkling of 
levity with graver concerns. 

It is certain that President Lincoln 
could put his heat-lightning of humor 
over his whole cabinet just before 
they were to sit down to discuss the 
most difficult and urgent problem—if 
Stanton were not there. But if the 
war minister was in his seat, there was 
a grim smile on his face over the Pres- 
ident’s jocosity; or, possibly, an 
indignant grunt when he chose, by 
way of preface, to read to his official 
family Josh Billings’ ‘Essay Upon 
The Mule.’ 

Among humorous advertisers you 
will, perhaps, find no one kind more apt 
at witty attempts than the seller of old 
books. Perhaps the spasmodic and 
capricious character of his trade, which 
gives him sundry hours of leisure, or 
the fact that he has about him on his 
shelves, or in piles, the humorists and 
humor embalmed in book covers, fur- 
nishes his opportunity. 

There is one of this sort of book- 
sellers in a provincial town in Mich- 
igan, who advertises freakishly, and 
whose circulars, as I remember them 
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some years ago, were of extreme 
length and narrowness, by which to 
add force to their wit. I think after- 
wards he built for himself a store of a 
nondescript architectural style, which 
made everybody look and wonder, and 
which was itself an advertisement of 
no ordinary force. 

It is not so strange that the book 
merchant should be witty as it is for 
the boot and shoe maker to be so. 
Yet, if all the anecdotes of St. Crispin 
and his craft could be collected, they 
would make no inconsiderable volume. 
At the moment of writing this there 
is a shoe store on Nassau street, in this 
city, in which a number of three-dol- 
lar pairs of shoes are neatly displayed 
in the window. From two or three 


pairs of them project three crisp and 
perfectly clean one-dollar bills, near 
which you may read the legend : 


‘* THREE OF A KIND 
| TAKE A PAIR.” 





A gentle, punning hint like this 
ought not to prove ineffective. 

But let me return to books and the 
bookman. 

In Fulton street, to which place it 
has been removed from Park Row, is 
an old book store called the ‘‘ Literary 
Junk Shop,”’ When you have climbed 
up the stairs to its entrance you read 
near the door : 





‘*THIS IS A. S. CLARK’S. 
Wark in. THe Door Opens In THE 


Usuat Manner.” 


\ 





On his latest monthly-eatalogue you 
find this title at the top: 


‘* EXPERIMENT 
NO. 40” 


over which stands the Latin motto: 





“« Fodere (radix) Porcus aut 
Morire.”’ 





which goes to show that in the busi- 


Many of the comments in this cata- 
logue, as in all its predecessors, are face- 
tiously turned, although thoroughly 
= The book seller speaks of 

imself in the same good-humored 
temper that Bill Nye observes in treat- 


. 


INK. 


ing of his affairs—until selling old 
books and farming in North Carolina 
by the side of Mr. Vanderbilt seem to 
be about equally profitable and _hilari- 
ous. 

Occasionally there is a little witti- 
cism for its own sake, as in the follow- 
ing remark : 

By attaching one of the following adjec- 
tives to such of the titles as seem to merit 
them, as “scarce,”’ “‘ very scarce,’ *‘ rare,”’ 
“curious,” * * * you may be pleased, 
and “it certainly won't hurt me,”’ as the girl 
said to her lover when asked for a kiss. 

On another page he prints this dis- 
claimer : 

I desire to say that I am in no wise respon- 
sible for facts and fancies as set forth in the 
various books and magazines I sell. Noram 
I to be held if an author fails to make the 
contents of a book correspond with the title. 
If your uncle is ir down as a “ splay-footed, 
knock-kneed old flapdoodie,” let it go at 
that. Gun for the author and publisher. 

Under the title of Borrow’s ‘ La- 
vengro,’’ he says: ‘‘I am afraid to get 
very enthusiastic a! out this book, for 
fear I may sell it.” Under the title 
of a ‘‘History of New York Churches,” 
he warrants the binding of the book 
‘*not worth $10” ; says ‘‘ The History 
of Hoboken, N. J., is not included ; 
it has no portraits of the Generals of 
the Rebellion; a receipt for flap- 
jacks was omitted and the names of 
the great aunts of the sextons of the 
various churches are not given. Other- 
wise all right.” 

It would seem as if this bookseller 
must have been the one whose Bible 
an eccentric lady customer refused to 
buy because it did not contain the 
portraits of the Presidents of the 
United States. 

os 
A WRONG IDEA, 
_ Many regard advertising in magazines as a 
final triumph—an ultimate showing of busi- 
ness grandeur—instead of looking at it in its 
practical light of an early necessity. They 
will do it, they say, when they can afford to. 
When can they afford not to? They should 
like to see their advertisements in high-grade 
magazines but must wait till trade permits it. 
This is entirely the wrong idea; as though a 
starving man would wait for strength to eat 
when the strength he needs comes only from 
food. Advertising is for the direct and con- 
tinual increase of your profits or it’s for 
nothing.—Lerd & Thomas’ America’s Maga 
zines. 
_ 7 

Tue man who wants a catchy ad as quick as 

you can wink, 
The business man who’s in a rush and hasn't 

time to think, 

e hardware man, 
The dry goods man, 
The man who keeps a rink, 

These, and all others, get good points by read 

ing Printers’ Ink, 
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—, " 
see it 
( Sin ) 
it’s £0 
AS, 
It is when a man needs something that 
an advertisement of that thing in a 
newspaper impresses him. 
That is why continuous advertising is 


generally most profitable. 


But the advertisement and the time and 





the reader’s eye must come together. 





Brown has a headache to-day. You 
are advertising a remedy for it. If he sees 
your advertisement he is likely to become 
a customer. 

lf your advertisement is in 


The SUN 


he will see it, because every reader reads 
every page. It is, as you know, a 


newspaper made to be read from first 





column to last. 
The SUN, New York. 
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ig 
| WOULD YOU LIKE 
| TO ADVERTISE —=<—— 


IN OR ON THE 


,, TRAM CARS 











- 
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AGENCY FOR 


WILL BE PLEASED TO 


QUOTE RATES. Bom bay a 


CARLETON & KISSAM, 


50 Bromfield St., Boston. 








MAIN FLOOR, POSTAL TELEGRAPH BLDG., N. Y 


18 BRANCH OFFICES. 


My 
a 
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THE KOH-I- NOOR | 


isnt in it with our 








Embraces the Territory covered by our 
Unapproachable System of . . 


STREET CAR 


ADVERTISING. 


eR = 








THERE ARE NO OTHERS 


“JUST AS GOOD.” “== 


Carleton & Kissam, 


50 Bromfield St., Boston. 253 Broadway, New York. 
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What is the Recor eee ee ee eee) 
Of the the 


Portland 
Oregonian? 


It stands universally acknowledged as the great FIKS1 





REPRESENTATIVE of the Northwest Coast. It has been 
the chronicler of the growth and business success of the 
present generation. No city, no hamlet, no home in 
Oregon but the PORTLAND OREGONIAN is the supreme 
newspaper authority. 


Have You Anything to Sell? 
Have You Anything to Advertise ? 





ate) THE PORTLAND OREGONIAN will carry your story— 
45 a 
i will make your wants, your wares, yuur proposition 


known—throughout the length and breadth of Oregon, 
Washington, Idaho and the shipping, mining, lumber 
and trading ports of Puget Sound, British Columbia 


iq : and Alaska. 
000@OC> © <DOCe--- 
a: Oregonian Publishing Company, 
nee 
ant 
en W. SCOTT, Editor. H. L. PITTOCK, Treas. and Mgr. 
PLPLPL LLLP LLL LAPLAND 


S. C. BECKWITH, 
SOLE AGENT FOREIGN ADVERTISING, 


Tribune Bidg., New York. The Rookery, Chicago. 
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“Eternal Vigilance 


is the... 


Price of Scoops” 






The quotation is a little bit off, but it is 
a motto that explains why 
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Seeeeeeeeeesos tere 


THE CHICAGO 
DISPATCH 


BY JOSEPH R. DUNLOP 










pee eee ee eee eee eee eee eee Pe eeeeeeseees roses 
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leads all of its contemporaries and is read 





by everybody in and about Chicago. 






It gives 








All the News 
All the Time 


~ 
and wise men who advertise with a view 







to obtaining the best results are repre- 





sented in its columns. 
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The Silver 
—-». 


is agitating the country, and you 
can realize silver dollars—not 50-cent 
dollars, but too-cent dollars—by adver- 


4 


tising in the 


National 
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es readers that you want to reach and whose 
Pe trade’is worth having. 


Our Circulation 


~ is constantly and steadily in- 
creasing. We reported 12,500 circulation 
to Messrs. Rowell & Co. for their News- 
paper Directory for 1895. We can now 
prove 20,000 and would be only too glad 





to do it. We would be pleased to give 
you an estimate. 

National Watchman, 

Washington, D. C, 
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Two Great 
Facts 


That we are trying to impress upon 


tl 


advertisers : 


Northwestern Crops 
Are Immense. 


Only once before in many years have they 


been so good, 


St. Paul Globe 
BEST 


SE 


For covering the field thoroughly for least 
money. 


New York Office: 517 & 518 Temple Court. 
Cc. E. ELLIS, Manager. 
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Population 60,000, 


HAS ONLY ONE AFTERNOON PAPER AND A GOOD 
ONE AND THAT IS 


THE 


Seattle ---- 


— Times. 


It reaches a large territory tributary to Seattle 
on the day of publication. Among the most 
prosperous of these may be mentioned the rich 
mining towns of Black Diamond, New Castle, 
Franklin and Gilman. Also the manufacturing 
towns of Ballard, Everett, Lowell, Snohomish and 
Port Blakely. THe Times is under an entirely 
new and first-class management, and is winning 
its way rapidly in circulation, influence and 


business. Rates low and one price to all. 


SEATTLE TIMES, 


Cc. A. HUGHES, Manacer. 


AE hd hd 


Ss. C. BECKWITH, 


Sole Agent Foreign Advertising. 


Tribune Building, NEW YORK. The Rookery, CHICAGO. 
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Cleveland :- 


to-day is the most progressive city on the Great 
Lakes, and its fame is world-wide. Its products are 
known in trade circles all over the world. 


—_ 
on 
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IN LITERATURE 

Cleveland is known by the works of Col. John 
Hay, Miss Woolson, Artemas Ward, W. D. Howells 
and others. 


Cleveland is famed by the works of Tompkins 
Cavanaugh, Ryder and others. 


Cleveland is remembered by the inventions of 
Chas. F. Brush, the Electrician, of White, the Sewing 
Machine King, and others. 


IN JOURNALISM 


Cleveland is best known by its one great and 
growing newspaper, 


The Cleveland oe ee 


-- World 


It leads all other Cleveland Journals in circulation, 


character and influence. , 
a 


wr THE WORLD 
S.CBECKWITH PUBLISHING COMPANY, 


& sn ROBT. P. PORTER, Prest. 
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Willi M. Clemens, P. O. Box 1716, New York, 
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The Profitable 


Placing of Advertising 


consists first in preparing good 

copy. Copy that says what ought 

to be said in a convincing way. 
Second in setting the matter in 

such type as will catch the eye 

and embellishing the same with a 
picture if one can be determined on 
that will tell its story at a casual 
glance. 

Third, in the selection of papers 

that reach the largest number of 

the right sort of people and sell 
advertising space at a reasonable rate— 
Not low priced papers; but those that 
are at the same time high priced and 
cheap on account of the great service 
they can render. 

To secure these points for the 
advertiser who employs us is our 


practice and profession. Address 


THE GEO. P. ROWELL ADVERTISING COMPANY,” 
NO. 10 SPRUCE STREET, NEW YORK. 
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THE PRIZE ADVERTISEMENT. 


SEVENTH WEEK. 








ithe seventh week of the competition 
the PRINTERS’ INK Vase, thirty- 
n advertisements were received in 
for consideration and report in 
issue of PRINTERS’ INK. Of all 
e the one here reproduced is 
ught to be the best : 





| The Dividing Line 


... Success. 





Te Des Failure . 
Weli-directed, Persistent Newspaper 
} _ advertising. 
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cure 6 - nb 
aud " Ready-made Ads” every help that be ree 


* tok, = = meant enaseb 
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This advertisement was written by 
Thad. R. Manning, of Henderson, 
N. C., and appeared in the Gold Leaf, 
Henderson, N. C., of September 6. 
In accordance with the original offer, 
coupon entitling the holder to a 
\id-in-advance subscription to PRINT- 
s’ INK from date of presentation to 
January 1, Igol, the beginning of 
e twentieth century, has been sent 
» Mr. Manning, and a second coupon 
f the same class was also sent to 
the advertising manager of the Gold 
Leap. 
Mr. Manning’s advertisement wil] 
bo éd on file and have further con- 
deration December next, as promised 
1 the terms of the competition set forth 
1 the 76-page pamphlet prepared for 
the purpose of fully conveying the par- 
ticulars and conditions of the competi- 
tion for the PRINTERS’ INK Vase. The 
amphlet will be sent to any address on 
pplication. 
The thirty-six unsuccessful com- 
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petitors passed upon this week each 
received a coupon good for one year’s 
subscription to PRINTERS’ INK, and 
have to content with this very 
moderate compensation for the effort 
put forth. Each one, however, may 
find satisfaction in knowing that, al- 
though he failed to take first place 
this week, nearly twenty more oppor- 


be 


tunities are still open to him, if he 
chooses to repeat his effort. 
So much interest is already awak- 


ened in this contest as to make it quite 
apparent that the twelve who finally 
come out ahead in the competition will 
have no reason to regret that ability to 
write a advertisement had 
acquired and put in practice. 
An advertisement written by Mr. C. 
R. P. Waltz, of Delta, Ohio, and in- 
serted in the Delta (Ohio) Mews, of 
Sept 6, was a formidable rival of Mr 
Mannaing’s ad. The subject matter 
was considered superior to that of the 
winning ad, but Mr. Waltz had em- 
bellished his effort by drawing at the 
bottom a picture of a sea wherein float- 
ed fish of so weird and nondescript a 
character, that if ‘‘ fishing for trade "’ 
resulted in securing possession of such 
monstrosities, most men would be de- 
terred from using the advertising hook. 
Mr. Waltz’s ad is here reproduced, 
with the objectionable feature omitted; 


good been 

















it is easily one of the best ads thus far 
submitted in the competition. 

Mr. Solomon Neumann, of San 
Bernardino, Cal., the winner of the 
‘‘end of the century ’’ coupon for the 
fourth week, writes to say that he is so 
‘*saturated with ideas’’ on PRINTERS’ 
INK that he wishes to enlist the help 
of some papers of fairly large circula- 
tion to insert the ads, He desires no: 
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less than five inches single column. 
Mr. Neumann remarks that the papers 
inserting his ads can have all the 

rake downs ’’— by which he presuma- 
bly means the initial coupon sent to 
the ad writer when his effort is re- 
ceived by the editor of PRINTERS’ INK, 
and the five-year coupon sent each 
week to the successful writer of that 
week, in addition to the five-year 
coupon sent to the newspaper inserting 
the winning ad. He wants for him- 
self only the vase, should he win it. 
Thus, if a paper should insert a win- 


ning ad by Mr. Neumann, it would re- 
ceive one yearly subscription coupon 
and two five-year subscription coupons, 
eleven yearly subscriptions in all, as 
as a chance 
INK. 


haleinaciinaiaia a 
A FISHERMAN’S AD. 


well for a full 


PRINTERS’ 


page in 


Railway folders often present good 
specimens of ingenious advertising. 
The above is a good example. 

—_ 

PrinTERS’ Sent, a journal for advertisers, 
ts a weekly stimulant that stimulates. It 
contains all the cream of advertising knowl- 
edge, and is invaluable to all who expect to 
make their business a success,—Zheo, &. 
Payne. 


INK. 


BOSTON BUBBLFS. 

A couple of weeks will suffice to see Bost 
busy with its fall trade. Even now an ox 
sional advertiser comes out with his fall 
nouncement, but the real, Cownright hust! 
has not begun yet. It is the general opir 
that business will be good—very noon 
these early announcements are only ind 
tors of what good business will bring f 

* * 

Mr. A. E. Sproul, oe eaabie Re ad 
tising of John H. Pray, Sons & Co., 
in manicure executed in a perf 
manner a good scheme. It was ag ertise: 
the papers the morning of the K. T. par 
that a bulletin would be issued by the at 
mentioned firm giving the actual time 
start and telling, from time to time, of 
progress of the parade. .i crowd of ¢ 
erous proportions assembled in front of 
store, and when che first bulletin was past 
on the board erected on the clock of Mess 
Pray, Sons & Co.,a cheer rent the air, f 
the people saw that the parade, which w 
officially announced to start at ten 0’ 
had just begun to move, it being then 1 
At frequent intervals other bulletins wer: 
sued, and this was kept up until the par 
had arrived within reasonable distance 
story in the next day’s papers told how a 
lay system of telephonic communication w 
used to carry out an idea that was certai: 
ingenious 


de: a 
goods, 


* * * 

Messrs. Shepard, Norwell & Co. have 
sued an artistic five- page booklet entitl 
“About Ourselves "’ The cover is of hea 
stock, basket-weave, and the color is a ve 
light tint of blue. They are sent out car 
fully, two envelopes being used, the flap of 
the first envelope bearing the firm’s mor 

ram, and the oe the name and addres 
F ey were designed by Mr. H. M. Fri 
the advertising manager of Shepard, N 
well & Co., who gave me some of his ideas 
on the subject of advertising. He changes 
his style, which is always totally different 
from the other stores, every month, in order 
to prevent his ads from becoming monot 
nous. 

* * * 

The Castle Sq. Theater people advertise 
somewhat differently from the other theaters 
They use about 3% inches daily. Recent : 
their ad was mt of three lines, giving the 
name and address of the theater, its branc! 
office and both telephone numbers, followe: 
by, “ You will gain five pounds in weig! 
to-night, from 8 to 10.30, if you attend ‘ TI 
Mascot.’ Continuous, revolving laughter 
No waits. No delays. Don’t pay more 
than 75c. for a seat. The best are wort 
only that. Greatest comic opera season 
record anywhere. A new opera ev ery wee 
Promenade concert 7 to 8 to-night.’ 

* * * 

Messrs. W. & A. Bacon are the oldest dr 
goods firm in Roxbury ; their store is being 
altered at present and a sign at the side 
their building says: 

“Your Grandmother Traded Here !"’ 

* . . 

The Madisor Pants Co., of Washingt 
street, attracts the attention of pepeeved 
and people i in the cars which pass the st¢ 
by displaying in its doorway a pair 
trousers which are about 6% feet in height 


and correspondingly large in width. The 


trousers are surmounted by a placard whic 
says: * We Fit Them All. 
Henry Kunns. 
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“One paper in a State— 
The Salt Lake Tribune 
for Utah.’ —Geo. P. Rowell. 


a 
ofthe 


Salt Lake 
Tribune 


Without exception the largest circulation 
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rating accorded any publication in Utah. ol 
It likewise has age, respectability, influence os 
and following. The only daily newspaper % 
between Denver and San Francisco that * 
makes any pretension to be more than a *& 
mere local paper. Greater circulation than 


all the other Salt Lake dailies combined. 


.- THE TRIBUNE... 


P. H. LANNAN, Manager. Salt Lake City, Utah. 
- 


S. C. BECKWITH, 


SOLE AGENT FOREIGN ADVERTISING, 


Tribune Bidg., New York. The Rookery, Chicago. 
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Charles Austin Bates, 


1413, 1414, 1415 Vanderbilt B’ld’g, N. Y. 
Plans, Advice, Writing and Illustrating for Advertisers. 


While I was in Paris this Summer I secured a great mass 
of matter that will help me in my work for the best advertisers 
books, papers, magazines, posters, pictures, etc. Perhaps on!) 
a little of this matter is available as it stands, but it is fu 
of suggestions for one experienced in grasping them. 

In London I made arrangements to have sent to n 
regularly all of the best that appears in art and advertising. 

I don’t depend upon originality. I am not an inspire 

writer. I give my ciients tl! 
best I can find. I seek ideas 
everywhere. I spend time a1 
money in getting them. I s 
everything and keep what is goo 
I do not work alone. I have a 
good artist to help me. He a1 
I understand each other. \\ 
work well together. A word fro 
me, a hint, a suggestion—! 
knows my habit of thought an 
works in harmony with it. 

I propose to get the best ther 
is in advertising everywhere and focus 
it right in this office for the benefit of n 
clients. I don’t care where I get the 
suggestion so long as the ad helps t 
sell goods. 

Every day I add to my equipment 
Every month I do better work than I di 
the month before. The more work I d 
the better I do it and the easier it becomes 

“Write to me about anything in Advertising.” 
Letter of advice to retailers, $10. 

Letter of advice in other lines, $25. 

Office consultation (by appointment only), 2 hours or less $2 
One illustrated medical ad, with electro, $25. 

Six medical ads, no illustrations, $75. 

Twelve medical ads, no illustrations, $125. 

Trade paper ads, $5 to $25 each. 


Magazine ads, $10 to $50 each. 
Illustrated retail ads, 13 for $20. 


Some Paris pictures are a trifle gay. 

















“a aad 
New York, N. Y... 


HOUSEHOLD PUBLICATIONS.” 


OUSEHOLD, FASHIONS, ART, DECORA- 
TION, CHILDREN, ETC. 


HOUSEHOLD. 
Of the 50 publications under this 
lassification, 3 are issued semi-monthly 
nd 47 monthly. Their combined cir- 
ulation is estimated at 2,248,568. 
The following is a complete list of 
ll household publications, reported 
n the American Newspaper Direct- 
ry for 1895, witha circulation each 
ssue of more than 2,000 copies. All 
he circulation ratings in this and the 
lowing lists to which an asterisk is 
wrefixed are guaranteed by the Direct- 
ory to be absolutely correct. Those 
ot so marked are not guaranteed. 
heir publishers making no definite re- 
port, they appear in the Directory with 
in estimated rating expressed by letters 
ndicating that they are believed to have 
the minimum circulation for which the 
tters stand. In the following lists the 
ninimum figures are substituted for the 
etters: 
Semi-Monthlies, 








Springfield, O...... Ladies’ Home 
Companion, *145,408 
Louisville, Ky...... Home and Farm, *77,225 
Minneapolis, Minn.. Housekeeper, 75,000 
Monthlies, 
Philadelphia, Pa....Ladies’ Home 
Journal, $638,337 
New York, N. Y...Ladies’ World, *381,708 
Illustrated Home 
Guest, *215,437 
joston, Mass....... Household, *89,250 
Springfield, O...... Womankind, *69,833 
Coins Bie cccctes Household Guest, *75,000 
Boston, Mass....... Home, 40,000 
Springfield, Mass...Good Housekeep- 
ing, 40,000 
New York, N. Y...Housewife, 40,000 
Our Country 
Home, 40,000 
Providence, R. I... Home Guard, 40,000 
Caro, Mich......... Home Life, *37,500 
St. Louis, Mo......Home Circle, 20,000 
Columbus, O.. ..City and Country, 20,000 
Philadelphia, .--Home Queen, 20,000 
St. Louis, Mo...... Woman’s Farm 
Journal, *18,500 
Athens, Ga......... Woman's Work 17,500 
Bloomington, Ill...Home Circle, 17,500 
3oston, Mass....... Household Com- 
panion, 17,500 
Cedar Rapids, la...Kvinden Og 
Hjemmet, *15,270 
Lynn, Mass........ Ingall’sHomeand « 


Art Magazine, 12,500 
Jenness Miller 

Monthly, 12,500 
Cleveland, O....... Household Realm, T2954 10 
Los Angeles, Cal... Household, *10,000 
Rochester, N. Y.... Fireside Reveries,*10,000 
Springfield, Mass... Domestic Journal, *5,000 
Chicago, Ill........Home Art, 4,000 








Topeka, Kan.......Farmer’s Wife, 4,000 
New York, N. Y...Daheim, 4,000 
Easton, Pa........./ Am. Hearthstone, 4,000 


Philadelphia, Pa...Household News, 4,000 
Cleveland, O....... Old Homestead, 2,250 
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Philadelphia, Pa. 
The above 36 


-House and Home, 2,250 
publications have a 
combined circulation each issue of 
2,237,968, leaving for the other 14, 
each of which is believed to print less 
than 2,000 copies, a total issue of 10,600. 


FASHIONS, 

Of the 22 publications devoted to 
fashions for ladies, two are issued week 
ly and all the others monthly. They 
have a combined circulation estimated 
at 1,104,758, and all but two appear in 
the following list of those printing over 
2,000 copies each issue: 


Weeklies, 
New York, N. Y....Harper’s Bazar, 75,000 
Vogue, 7,500 

Monthlies. 


New York, N. Y....Delineator, bg 
Demorest’s Fam- 
ily Magazine, *88,0~ 
Ladies’ Standard 
Magazine, 
ae and Fab- 
ric 75,000 
( None of Fashion, 75,000 
oilettes, * 45,000 
Le Bon Ton, *31,964 
Domestic M’thly, 17,500 
Fash L on and 


500,00 


*81,404 


Fancy 17,50 
L’Art de'la Mode, 17,500 

Jenness M iller 
Monthly, 12,500 
La Mode de Paris, 12,500 
Season, 12,500 

Cifcamo Eil...cscrds Young Ladies’ 
3azar, 7,500 

New York, N. Y....French Dress- 
maker, 7,500 
La Mode, 7,500 

Paris Album of 
Fashion, 500 

Journal of Fashion 

and Tailoring, 2,250 


In British North America the To- 
ronto, Ont., Ladies’ Journal alone rep- 
resents this class. It isa monthly with 
an estimated circulation of 17,500. 


HOME ART AND DECORATION. 
All but one of the 9 publications of 
this class are issued monthly. They 
have a combined circulation of about 
The following is a complete 
list of those accorded over 2,000 cir- 
culation : 


59 
72,000. 


Weekly. 
New York, N. Y....Studio, 4,000 
Monthiies. 
New York, N. Y....Art Amateur, ~ 20,00 
Art Interchange, 17,500 
Lynn, Mass.....000- Inga!l’s Home and 


Art Magazine, 12,500 
Magazine of Art, 12,500 
oS hina Decorator, 2,250 


New York, N. Y.... 


CULINARY SCIENCE. 
The only publications in this class 
are : 


Philadelphia, Pa....Table Talk, mo., 7,500 








22 
New York, N ..Confectioner and 
Baker, mo., 
Chicago, III 
New York, N. Y....Hotel and Res- 
taurant, mo., 


WOMAN’S SUFFRAGE, 

It is doubtful if there are as many 
journals of this class now as there were 
ten yearsago. There are at present but 
eight, six issued weekly and one each 
semi-monthly and monthly. Their com- 
bined circulation is about 25,000. The 
following are all credited with an issue 
of over 2,000: 


Weeklies, 
Boston, Mass Woman’s Col- 
umn, *15,500 
Washington, D C..Woman’s T rib- 
une, 4,000 
Boston, Mass...... School Compan- 
ion, *2,000 
AMUSEMENT, INSTRUCTION AND 
OF CHILDREN 
Of the 64 publications in this class 
14 are issued weekly, I bi-weekly, 1 
semi-monthly and 48 monthly. But 5 
of the monthlies and 3 of the weeklies 
do not insert advertisements. The es- 
timated circulation of the 56 open to 
advertisers is 678,545. 
The following is a complete list of 
all rated above 2,000: 


Weeklies, 
Boston, Mass....... Youth’s Compan- 
ion, 75,000 
Philadelphia, Pa....Golden Days, 75,000 
St. Louis, M Our Young Folks, *20,000 
New York, N. Y...Boys of New 
York, 20,000 
Harper's 
People, 
.Guardian Angel, 
Young Folks’ Cath- 
olic Weekly, 
Detroit, Mich......Angelus, 
Semi-Monthlies, 
Dayton, Ohio......Young Catholic 
essenger, 
New York, N. Y...Young Catholic, 
Salt Lake City, Utah. Juvenile Instruc- 
tor, 
Monthlies, 
Sunshine, 
.. Argosy, 
Our Young Peo- 
*46,250 


ple, 
St. Nicholas, * 40,000 
Young Lutheran, 20,000 
Our Little Ones, 17,500 
--Our Youths’ 
Friend, 
Boston, Mass....... Babyland, 


Pansy, 

New York, N. Y...Sunny Hour, 
Chicago, Ill Historia, 
Child Garden, 
Farmington, Me....School Days, 
New York, N. Y...Babyhood, 
Indianapolis, Ind... Young People, 
Boston, Mass....... Little Men and 

Women, 


CARE 


Young 
20,000 
Philadelphia, Pa... 20,000 
*5,280 
4,900 


*12,500 
4,000 


4,000 


Augusta, Me 
New York, N. 
Philadelphia, Pa.. we 


New York, N.Y... 
Greenville, 
Boston, Mass. 
Chicago, Ill.... 


*#75,090 
75,000 


*13,275 
12,500 
12,500 
12,500 

*11,750 
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St. Louis, Mo Deut, Am. Jugend | 
Freund, 

.Scattered Seeds, 
Youths’ Journal, 
Picture Gallery, 
Work and Play, 
Boston, Mass....... Young Idea, 

Grand Rapids, Mich. Lyceum, 

Minneapolis, Minn. Young People’s 

Companion, 2, 

New York, N. Y... Little Folks, 2,2 

Harper's Young People, weekly, i 
now called the Round Table. 


Philadelphia, Pa.. 
Pittsburg, Pa 
Chicago, 


MATRIMONIAL, 
There are eight ‘‘ matrimonial ’’ pub 
lications, all monthly, with a combine: 
circulation of about 40,000. One-hal! 
of them are issued in Chicago. The fol 
lowing is a list of all credited wit! 
over 2,000 circulation : 
Chicago, Ill Climax, *31,4¢ 
Heart and Hand, 4, 
Am. Messenger, 2525 


> 
THE NEGRO AND ADVERTISING. 


In connection with Southern advertising 
there arises the peculiar problem as to thi 
most effective method of reaching the larg: 
negro population. Thus far no way ha 
been found to completely overcome the ol 
stacles which confront an advertiser, and 
seems scarcely probable that much progres 
will be made until passing generations hav 
decreased the large proportion of illiterat: 
among the colored people. bar negroes ar¢ 
purchasers to a large extent. But how is th 
colcred man of the present to be reached 
There are the Afro-American papers, to b 
sure, but observation and figures force me t 
conclude that the negro who is able to rea | 
is much given to reading the “ white man’s’ 
papers in preference to those published for 
Ris own benefit. 

In Georgia, for example, there is a negr 
population of about 800,c00, of which abou 
150,000 are able to read, and this inc Judes but 
one or two out of eachfamily. There are ter 
Afro-American journals, and they have a1 
aggregate c irculation of less than 5,000. 

ow, I know that the local papers through 
out the State have on their lists a very fair 
representation of the intelligent colored peo 
ple, and these people read and appreciate the 
apers even more than do their ite 
Cicchrea. In thousands of negro homes the 


popes | is not only read by that member of the 


mily who is able to read it, but he als 
reads it to others who are unfortunate in the 
matter of education. 

Considering these facts, it becomes evident 
that advertisements distributed judiciously 
among the local papers will reach a large 
percentage of negroes as well as white peo 
ple. James B,. Kirk. 


oe ee ’~ 
ADS ARE EDUCATIONAL. 


A great many people don’t know what they 
want in this world until they see it adver 
tised ; other people know what they want but 
don’t know where to getit. Advertising tells 
them. My wife is perfectly contented wit! 
her outfit until she takes up an evening pape 
and finds that Lord & Taylor have a fine lir 
of silks onthe bargaincounter. Immediately 
she needs a new garment.—George W. La 
Rue. 
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PERRY ON PUBLICITY. 
DISON ARCHER CROSS-EXAMINES THI 
VELL-KNOWN SPECIAL AGENT ON 
HE DUAL STATE ASSOCIATION HE 
JUOTES SUCCESS ATTAINED THROUGH 
ADVERTISING FOR ADVERTISING 
EPUTABLE AGENTS NOTINFLUENCED 
N PLACING BUSINESS BY REFUSALS 
» PATRONIZE THEIR PET MEDIUMS 


Mr. E. T. Perry is the manager of 
foreign advertising department of 
Scripps-McRae League, which em- 
es the Cincinnati /oes/, St. Louis 
nicle, Cleveland 7? and A‘en- 

Post, papers that are being legiti- 
ely pushed with success. The men 

»command these papers are busi- 

ss men who have 
lied the situa- 

nand believe 
it they are look- 
out for their 
interests 
best they know 

w. In an inter- 
w I had with 

Perry the 
er day he ex- 
essed his ideas 

d the ideas of his 
blishers. Mr. 
rry, it goes with- 


siness 


t saying, is one 
f the successful 
pecial agents. 
lis success h as 
een attained with- 
a comparatively 
hort time. He 
ime East not over 
e years ago; he 
tarted in with 


reat modesty but E. T. 


ith a clear- 
aded perception of the problem be- 
re him and the means of solving it 
st successfully and most swiftly. 
o see just how swiftly he has ac- 
iired his success I asked Mr. Perry 
iring the interview, how much for- 
gn advertising his papers had when 
first came to New York compared 
th the’amount they carry to-day. 
‘* Less than one-half compared to the 
\ount they are now carrying.” 
‘*Do you think you could have at- 
ined that success without advertising 
uur papers in publications that reac h 
ivertisers f 
‘*It is doubtful. I attribute a fair 
ercentage of the increase due to ju- 
icious advertising.”’ 
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** Would it in your opinion have taken 
you longer without advertising ?” 

‘*] think it would.” 

**Is this high value you place upon 

your advertising in PRINTERS’ INK 
simply your theory on the matter, or 
have you tangible evidence on which 
to base your conclusions ?”’ 
Largely theoretical. It is difficult 
to trace results directly, but Iam of 
the opinion that this advertising has 
been the means of influencing adver- 
tising for the papers I represent from 
parties whom I have never had a 
chance to solicit personally,’’ 

‘*Then you do hear from your ad- 
vertising in PRINTERS’ INK ?” 

**Oh, yes.”’ 


Mr. Perry said 
this as if there was 
no question about 
it atall. In fact, 
all during this por- 


= tion of our inter- 


view he wore a sur- 
prised look, evi- 
dently caused by 
my line of ques- 
tioning ; there did 
not seem to be any 
loubt in Mr. 
Perry’s mind 
about the value of 
his advertising in 
PRINTERS’ INK, 
but he naturally 
was somewhat ata 
loss for exact facts 
to give in reply to 
my cross-examina- 
tion questions, 
probably due to 
“a the fact that the 
interview was en- 
tirely unpremedi- 
tated, Mr. Perry not knowing what 
questions I intended to ask, and the 
question itself being written down by 
his stenographer with the reply just as 
it came from our lips, without revision 
or change. J rather enjoy this getting 
bright men on the stand and firing 
questions at them point blank. 
WORTH $10,400. 

‘*Do you really believe that the 
back page of PRINTERS’ INK is actually 
worth $10,400 to your papers ?”’ 

‘* That remains to be demonstrated ; 
you know we have only recently started 
on the last page contract. I think the 
price is high, but ! understand that 
PRINTERS’ INK has but one price. At 
any rate, I found it impossible to geta 


PERRY. 
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lower rate. The fact of our taking it 
shows that we have some faith in the 
medium.”’ 

‘*Do you believe in advertising in 
any publication unless it would pay 
from an advertising standpuint ?”’ 

“*Certainly not.”’ 

‘“‘Have you ever suffered a loss of 
business by refusing to advertise where 
you believed it would not pay you 
from an advertising point of view, but 
where there was an advertising agency, 
or something of that sort, controlling 
the business you wanted ?”’ 

WHAT REPUTABLE AGENTS WON'T DO. 

‘*Not that | am aware of. It would 
be very short-sighted business policy 
for an agent to be influenced in select- 
ing an inferior medium for his client 
on that account. I don’t believe that 
any reputable agency would do it.”’ 

‘*Do you believe that publishers’ 
associations should restrict their mem- 
bers in the placing of their own adver- 
tising ?” 

“No, Ido not. I think the pub- 
lisher of a paper should use his own 
judgment on such matters."’ 

‘*Have you read Mr. Ellis’ inter- 
view ?”’ 

“Yes, carefully.” 

‘*Do you agree with what Mr. Ellis 
says?’’ 

ion 

‘*Do you take any exception to his 
statements ?”’ 

‘*None whatever ; the views as ex- 

ressed by him represent my own, and 

T think those of a large majority of the 

special representatives in New York.” 
ADDISON ARCHER. 








THE OBJECT IN ADVERTISING. 

Advertising is a distinct art, as much so as 
the art of coal miningvor of engine building. 
To be a successful advertiser one must at 
least understand the rudiments of the science. 
Any one can write an advertisement, and 
almost any one can write it to please the ad- 
vertiser; but often the advertisement which 
is so gratifying to the writer will hardly 
attract a passing notice from the possible cus- 
tomer. Whether or not the advertisement be 
pleasing to the writer or advertiser is a ques- 
tion of small consideration, but vital impor- 
tance hinges upon the capacity of the adver- 
tisement to attract the people, and, by at- 
tracting them, gain their intelligent attention, 
which, once obtained, must force the grist of 
the advertisement into their minds, and, if 
they be available customers to the line adver- 
tised, impress ay them the wisdom of an 
inspection of the goods advertised. — 7he 
Couniing Room. 

——— 

Tue fire-arms dealer should load his ad- 
vertisements with hot shot and aim at the 
people’s pocket-books. 


ESTABLISHING A CHURCH PAPER, 
By Rev. Wm. Byron Forbush, Yarmouth 
N. S. 


There are only two ways a church pape 
can live: by being supported by a contrib: 
tion from the church treasury and by adver 
tising. No person should start a paper ur 
less he has positive support of one of thes 
sorts sufficient to maintain a paper for 
year. You cannot count on subscription 
for more than your incidental losses. ff you 
only send your paper to those who pay fx 
it, you will not have many readers. Most « 
your edition will have to & given away, an 
it is just as well if it allis. For it is impos 
sible for a church to publish a paper that 
will give for the money half the money 
worth of almost any standard religious pa 
per. For example, the Sunday School Time 
gives at fifty cents a year ten times as muct 
good reading every week as you can affordt 
put in achurch paper once a month. If yor 
ask your church to agree to back up a paper 
be sure you know what it is going to cost « 
you will have a bad quarter of an hour wit! 
your treasurer at the close of the year. A 
to advertising, do not think you can affor: 
to support a paper by the advertising of th« 
business men o your church, unless you are 
sure your advertising space is worth all you 
charge forit. If you ask $1 an inch for one 
insertion in a monthly paper of 300 circula 
tion when he is paying thirty-three cents ar 
inch in the local weekly of 2,500 circulation 
he will be likely to think you are trying t 
rob him, and if he consents to your scheme 
there will be a corresponding decrease in his 
church subscription. In other words, if you 
want a few Christian grocers, druggists and 
dry goods men to club together in a friendly 
way to support your church paper, tell then 
so, but do not expect them to do so willingly, 
unless you know that the number of readers 
you can guarantee is likely to open to then 
a trade which they do not already possess or 
cannot more cheaply secure. It is not good 
ethics to rob a man even by daylight. There 
are churches where a business card in the 
church paper is worth more once a mont) 
than in a daily three hundred times a year, 
but such are rare, and such churches car 
afford to support a paper from their genera 
funds. But if you have a gift of $100 from 
your Endeavor Society, or an equal or larger 
amount from a few friends, how shall you 
spend it? Five hundred copies of a four 
page (7x12-inch page) monthly p per can be a 
printed for about $15 a month. Reprinted 
matter, such as standing notices or adver 
tisements, will cost about one-third as muct 
per page after the first issue. There are 
several companies who will send you papers 
with a “patent inside” of really readable 
matter for about $2 per page for such an edi 
tion, saving you $6 a number. You can buy 
less satisfactory celluloid plates at such a price 
as to bring your paper down to $10 an issue. 
This is as cheap a paper as you can afford t 
get out. Four columns of advertising at a 
reasonable rate would pay for such a pape®: + 

There are printing houses which will print = 
the whole of such a paper, or fill in any part . 
with matter of their own, and who, by a co- . 
operative system, furnish very cheap papers. 
One house advertises 250 copies of a paper 








for $8 a month. : 
ane 7 a f 

Wuen far from the shores of success a 
Your business bark doth roam, it: 
Good advertising is the breeze ol 


To blow you safely home. pl 






























A POSTAL QUESTION. 
lilustrated by Dr. Pierce's Book. 

New Brunswick, N. J., Aug. 31, «895. 
litor of Printers’ Ink: 
All publishers enjoying the privilege of the 
aes postage rates are aware of the 
rm and conditions of the petition which 
ist accompany a copy of the publication for 
1ich the adhe is asked for on its mis- 
n to Washington. Should the petition 
eet with favor the privilege is granted. Un- 
ubtedly such a privilege is beneficial to 
th the publisher and the subscriber, and in 
ne instances to the advertiser alone. Abuses 
the privilege have been many, although 
st how far a publisher may proceed, and 
ill be within the limits of the same, has 


ver yet been fully explained by those 
10 are in a position to know, or who 
ght to know. One of the most ingen- 


is methods employed to enjoy the second- 
ass privilege came under my _ obser- 
ution some time ago. It shows that co- 
peration pays. A rather lengthy advertise- 
ent appeared in many of the large monthly 
publications, the substance of which is as 
ll Dr. Pierce is distributing, abso- 
tely free, 500,000 copies of his book, the 
‘ Peoples’ Common Sense Medical Adviser.”’ 
(Any one sending to him (or The World's 
ispensary Medical Association, Buffalo, 
Y., of which he is president) twenty-one 
1) one-cent post stamps, to cover cost of 
ailing, will receive a copy by mail. It con- 
tains over 1,000 pages and more than 300 il- 
istrations 
Notice the phrase “to cover cost of mail 
g.’’ A subscriber to one of these publica- 
ns, having noticed the ad, and knowing 
the size and former price of the book adver 
sed, sent the required stamps to Dr. Pierce, 
Buffalo, N. Y., and awaited results In due 
time there came to his address a package 
postmarked Chicago. A close investigation 
evealed the absence of postage stamps 
Somewhat puzzled, he tore off the manila 
vrapper, and a book bearing the following 
inscription came to view: 


THE PEOPLES’ MEDICAL ADVISER. 
Neey’s Lisrary or Cuoice LITERATURE. 


LOWS: 








“ 


No. 39—January, 1895. 


$12 Per Year—Issued Semi-Monthly. Entered 


as Second-Class Matter at Chicago 
F. Texnyson Neery, Publisher. 
Cincaco and New York. 


The inside cover advertises a list of books, 

iblished by the same publisher. One of 

e pages announces that this is the 31st 
lition—745th thousand. The book weighs 
hirty ounces, contains 1,0 8 pages, 193 of 
vhich contin testimonials from oo to 
he World’s Dispensary Medical Associa- 

ym As second-class matter this book gpst 
tae publivher a trifle less than two cents Yor 
ostage. The book,as a whole, is one grand ad- 
ertisement of the World’s Dispensary Medi- 
al Association. Itis one of the largest adver- 
isements of one concern which ever came 
under my notice. It is one of the most suc- 
essful ventures taken to enjoy the privileges 
if the second-class postage rates. Here isa 
publication having for its sole object the ad- 
vancement of one of the largest concerns of 
ts kind, co-operating with the publisher in 
)btaining from the postal authorities the 
privilege of sending their advertising matter 
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through the mails at pound rates. Yet who 
is to blame for the existing state of affairs ? 
We all know that Dr. Pierce expends volumes 
of money each year for newspaper advertis 
ing, and no one will blame him if he occa- 
sionally indulges in a little advertising at the 
expense of those wanting his book (?). Un- 
doubtedly, twenty-one cents cover the price 
of printing as well as “cost of mailing,’’ and 
possibly a share of the newspaper advertising 
Beside However, his buyers have no cause 
for discontent, for they get full value for the 
amount expended. Now for the publisher 
If he sees a good size printing contract star 
ing him in the face, you surely would not 
blame him if he possesses enough ingenuity 
to obtain pound rates for his publication (?) 
And the Hon. Postmaster-General or one of 
his able assistants, who, after examining the 
publication, dreams of the thousands of 
suffering brethren who would become bene- 
fited by reading the same, he too must not 
be too harshly judged (?). Yet so long 
Congress desists from making new laws and 
regulations, stating plainly just what is per 
missible and what is objectionable apper- 
taining to this second-class privilege, pub 
lishers will continue to do the same as here 
tofgre. In my estimation the Post-Office De 
artment at Washington, D. C., should be a 
yureau of information on all matters apper- 
taining to postal subjects—a place where any 
publisher can get a direct answer to any in- 
quiry for information, and if his publication 
should conflict with any of the existing laws, 
he should be informed just what portion is 
objectionable, so that he may remedy the 
defect in time to save his edition from con- 
demnation. The “one man power” to 
“*make or break’’ a publisher should be 
abolished Frank A, METZRATH. 


Dr. Pierce has been a member of 
Congress for more than one term, and 
was counted among the most intelli- 
gent of Congressmen. He knows the 
postal laws as well as any one, and no 
man is less likely to assume aright that 
does not belong to him, or to waive one 
which it is proper that he should 
enjoy.—Eb. P. 


WANTS A DISCUSSION. 


Business Department of ) 
“Tue Lapies’ Home Journat.” 
Curtis Publishing Co. | 
PHILADELPHIA, Sept. 10, 1895. 
Editor of Printers’ Ink: 

It is one of the serious drawbacks in the 
advertising business that so many advertis- 
ers fail to get full advantage of their news- 
paper advertising by the keeping of careful 
records, so as to know what it produces, and 
then following up customers with auxiliary 
matter. I believe it is an important part of 
the business and pay special attention tc it. 
I would therefore respectfully suggest that a 
discussion on this subject might be available 
for such a journal as yours. A great dea! 
has been written on the subject of advertis- 
ing, and something has ‘Seen written as to 
the proper handling of such business as 
comes from the effect of advertising, but I 
do not think it has been very widely dis- 
cussed, and I am sure that many would-be 
advertisers might be saved to the publishers 
if a proper oversight of business secured by 
newspaper advertising was more thoroughly 
looked after. Cyrus Curtis, 
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AN ORIGINAL ADVERTISER. 
New York, Sept. 3, 1895. 
Editor of Printers’ Ink: 

An original and ingenious advertiser is Sam- 
uel Wolff, of 266 Canal street, although he has 
never spent a dollar in newspapers or any 
other periodical. He calls himself a con- 
verter of cloth to cash, and when you enter 
his store you will be struck with these very 
original business maxims, which hang on 
placards around the store: 

““We have fried the fat out of our prices.’ 

“Your dollars stretch like rubber with us 
this season.” 

“Qualities remain. Prices are shattered.” 

“You shove half dollars our way and we 
shove dollar values your way.” 

“*Economical people are our best custom- 
ers.” 

“ Prices—they are the feathers on a duck’s 
back—down. he goods—they are nice 
enough to charge admission.” 

“Your dollars walk with a majestic stride 
of importance at this store.”’ 

“If you've got sense you'll save what cents 
you can—inside.”” 

“We have what you want when you want 


=.” 
Mr. Wolff writes these ads himself, and 
uses the expressions in the very original cir- 
culars he sends to his patrons. 
J. L. Frencu, 
BUFFALO BUBBLES. 
Burra.o, N. Y., August 31, 1895. 
Editor of Printers’ Ink: 
One of our haberdashers has this cute 
placard in a window of neckties: 





$3: .00? 
GUESS AGAIN. 
50c, 





This polite invitation to be brief occupies 
a place of prominence in the manager's office 
at Adams’ : 





Advertising Agents Are 
WELCOME 
For 5 minutes at a time 
The Nickel Plate road has gotten out an 
attractive quarter-sheet for advertising the 
encampment at Louisville. A large picture 
of Grant adorns it and the G. A. R. entwined 
in the wreath of his | hat fits in with 
the reading of the bill. It is printed in 
colors and was done by the Plaindealer, 
Cleveland. The only exception that could 
be taken to it is, they put a red necktie on 
the quiet and dignified general. Marcig. 


eae - 
IN THE WASHINGTON MINES, 
Everett, Snohomish Co., t 
Washington, Aug. 26, 1895. 
Editor of Printers’ Ink: 
Just returned from a trip to the mines of 


the State. It may be of interest to you to 
learn what papers, other than local publica- 
tions, Washington miners coddle to. The 
Ladies’ Home Fournai, Philadelphia, leads 
all others, then comes the New York Sunday 
World, with the Philadelphia Record the 
third and last on the list. J. N. Scorr. 
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ARE PEOPLE CRITICAL? 


Office of 
“ Tue Ginson Courier,” 
E. Lowry, Editor and Proprietor 
Gipson Ciry, IIl., Aug. 20, 1895. | 
Editor of Printers’ Ink: 

As it is “ the last straw that breaks the cam: 
back ” so it is often the superfluous word t! 
mars the effectiveness of an ad. One unnecessary 
“ beautiful adjective ” will ruin a hundred li 
of otherwise well-written matter.—PRINTE 
INE, Aug. 7. 

Who told you so? Did you ever know 
effectiveness of an otherwise well-written 
to be ruined or marred by one word, bea 
ful or otherwise? When did the people w 
read and are influenced by ads become 
critical hat they look at the grammatical a 
rhetoricul construction of ads rather thar 
the bargains or valuable information t! 
they contain? This is an example of t 
“expert”? idea in advertising run m 
Printers’ Ink, which aspires to be a practi 
help to advertisers, is developing int 
mouthpiece for “ experts,”’ “* ad smiths ”’ a 
the like, we fear. Cuas. E. Lowry 


_—_- 


Classified Advertisements. 


Advertisements under th is head, twolines or m. 
without display, 25 cents a Must be 
handed in one week in advance 

WANTS. 
WANT small cuts. Send me 
Write “ L.,” care Printers’ 

\ TISCONSIN AGRICULTURIST, Racine, W 
y Advertisements at 20 cents a line for 25,(»" 

circulation, guaranteed. 


E DITORIALS written for daily or weekly new « 
4 papers (Republican or Independent pref 
red), by editor of leading paoer in a New York 
city. Terms very reasonable. Address ** MAK 
care Printers’ Ink. 
W 4STED Competent foreman or successf 
advertising manager can secure workiny 
interest and good salary on morning paper | 
investment of $1,000. Live city 50,000. Address 
“ ACTIVE,” care Printers’ Ink. 
\ 2,000 or 
JUST Ness 


7 ANTED —Competent man, with 
$3,000, can secure editorial and 
management of paying daily in live town. Cas! 
necessary. 50 leading business men stockhol 
ers. Salary and commission. Address “} 
Printers’ Ink. 
Roses man and journalist of experien: 
will sell four or more hours per day to som: 
concern that needs a wide-awake representati 
in Chicago. Has excellent office in finest offi 
building in the city. References for the asking 
F. E. SCOTFORD, 417 Ashland Block, Chicago. 


DVERTISING MAN We want at once a th: 

oughly experienced man to solicit adverti 

ing for a medium second to none in its lin 

Good man could easily earn from $50 to $100 px 

week. None but hustlers need apply. Answ: 

uick, with references, addressing “S. L. J 
’rinters’ Ink. 


a FIRST 12 weeks, an ave of 18 su! 
821 6 scriptions per week, was the actual r 
sult of 12 ads written by me, designed to work | 
circulation of the Seneca DIspaTcH, a country 
weekly of 700 circulation. Ads run exclusively |: 
the DispaTcu. elve consecutive issues of th: 
DISPATCH contain the ads complete anu show # 
results for each week. Mailed to any one for § 
Your dollar back if not satisfied. D.W.GAHAGA 
Publisher DispaTcu, Seneca, Mo. 


proofs and pric: 
nk. 


YOUNG man with extensive experience an! 
é acguaintance with advertisers desires po 
tion as advertising manager of a first-clas., « 
terprising daily newspaper, located outside 
New York City, where hustling zeal and wor'! 
will be appreciated. Unexceptionable referenc + 
submitted. Remuneration not so much an « 
ject as a good field where permanency is prac 
call aranteed to a good man. Addr « 
= HUS LER,” 11 Tribune Building, New York. 
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ition, daily or weekly« Al 
are Printers’ Ink. 
advertising 
ation agents 
in East- 
Address 


OREMAN wants 
references. “ 
W ANTED — Experienced editors. 
manager, general and circu 
for new metropolitan caily and weekly 
rn city. References required. 
5. C. W.,” care Printers’ Ink. 
——_+or 


NEWSPAPER INSURA ANCE. 


[THE YANK, Boston, Mass., 
death, 100,000 monthly. 


wards off business 


oe 
PAPER. 
M. PLUMMER & CO. furnish the paper for 
this magazine. We invite correspond 
ence with reliable houses regarding paper of all 
inds. 45 Beekman St., New York 
~?o 
PRE SW ORK. 


[* a Jong run of presswork it will 
pay you to consult us. Largest press-room 
n the city Best of work Most reasonable 
prices. FERRIS BROs., 394-330 Pearl] St Y 
- > ne 
PRESS CLIPPINGS. 
Gov THEKN CLIPPING BUREAU, Atlanta, Ga. 
Press clippings for trade Teamaglin and adv’rs, 


‘HE CHICAGO PRESS C SLIPPING BUREAU, 
36 La Salle St., Chicag 4u mee rt readers. 
Patrons all er fe can p push your 
business. Write. N. Y. Office, Equitable Bldg. 
>. 
VERCANTILE LAW 
(CAYANAGH & THOMAS, 


lawyers and adjusters. Collections of 
bers handled anywhere in lowa or Ne braska 
with success; 2,000 of the leading Fastern job 
bers examine our reports every week. Are rec 
ommended by all credit men as the best system 
ot watching their trade. Write us. Keference, 
W. & J. Sloan, New York City. 
——__—_—__~or 
{DVERTISING 
QTANLEY DAY, New Market, N. J 
ER’S GUIDE, 25c. a year. Sample 
\ NY responsible advertising agency will guar 
é antee the circulation of 1e WISCONSIN 
AGRICULTURIST, Racine Wis., to be 25,000. 


you have 


Omaha, Nebraska, 


4GENCIES 


ADVERTIS 
mailed free. 


anywhere 
ROWELI 
York. 


a —_ wish to advertise anything 
any time, write to the GKO. I 
ADV ERTISING CO., 10 Spruce St., New 
— +o 
TO LET, 


7 ANK, Roston. Space. 


\ E have for revt, at 10 Spruce St., two con- 

necting offices, one large and one small 
They are up only one flight of stairs and are well- 
lighted and the pleasantest offices in the build- 
ng. Size of large room about 20x24; smaller, 
10x15. If wanting such offices, please call and 
talk about price, etc. Will be fitted up to suit 
Address GEO. P. ROWELL & CO 

> 
BOOKS. 

pone stamp for 


( LD books bought 
112 North 


list Address A 
7th St., St Mo 


[DANGER SIGN ALS, 
for genera) advertis 
cents. Address PKINTERS 


New York 

= Ede AL advertisers in the S., latest list, 
arranged by States in a § oak leather 

ette cover. Price 3 cents rn Se 

WOOD FASSETT, Sec. A. M t. Joseph, Mo 


\ MERICAN NEWSPAPER DIRECTORY for 
1895 (issued June Ith). Describes and re 
ports the circulation of 20,395 news ape rs and pe 
riodicals. Pays a reward of #: ery case 
where a publisher is not accorded a circulation 
rating in accordance with facts shown by his 
statement in detail if signed and dated, and $100 
reward to the first person who shows any such 
statement to have been untrue. Over 1, wed mgr) 
Price, Five Dollars ; 31 cents & _—_ ‘a: postage 
forwarded by mail. Address GEO. P. ROW LL 
& CO., Publishers, No. 10 Spruce St., New York. 


and “ay 
J. CRAWFOR 
Louis, 
a manus al = ay actical hints 

Pr , by mail, 50 


“INK. 10° Spruce 5St., 
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MISCELLANEOUS. 


N her Post INTELLIGEN( Seattle 
of the four Fectly =e of the 
Coast.”"—Harper’s Weekly 


\ TISCONSIN AGRICU 7 TURIST, Racine, Wis, 
: _ Only Estat agricultural paper printed 
in Wisconsin. tablished 1877 
PRINTERS 
"AN BIBBERS 
Printers’ Rollers. 
‘HE LOTUS PRESS, 140 W. 
der Adv. Constructors 


»4)*) BUYS 100,000 white » 6x9 cire ulars 
$22 ELECTRIC PRESS, Madison, Wi 


| Oe one check book, 1,000 checks, 3 deep, well 
bound, perforated and numbered, my price 
is#6.0. WM. JO oe Manager Printers’ Ink 
Press, 10 Spruce S8t., 
NEAT business cards for $1.50. Ihave 
l 000 on hand a large quantity e fine bris 
tol board. While it lasts I will fill orders at the 
above price. Cash with the order. WILLIAM 
JOHNSTON, Mans age r Printers’ Ink Press, 
Spruce St., New v York 


= has one 


Pacific 


23d St. (See ads un 


Write 


~~ 
SALE 


FOR 
LINE pivertounent, #1. WISCONSIN AGRI- 
Wis. 


4 
2 CULTI , Racine, 
0 BUYS 4 lin 
81 WOMAN’S WORK 
gov THER N agricultural journal semi-month- 
y, on y terms Address “ FAKMER,” 
care Printers’ Ink 


50,000 = copies 
Athens, Ga 


proven 


has one 
Paci fic 


N her Post-INTELLIGENCER Seattle 
of the four great papers of the 

Coast * Harper's Weekly 
kK’ ENING paper in thriving city, Northern Cal 
4 ifornia ; population over 25,000; $6,000 ; pays 
—— $3,000 year. W. ( WASHBURNE, Am 
Ass'n, 510 Montgomery St., San Francisco 


ee 


-Tess 
KF yk A ladies’ monthly journal of estab- 
lished —- re eput — oe paid sub- 
scribers Pr $1,800; easy tern Address 
M ASS. NEW SPAP I R E XC H ANGI Globe Build- 
ivg, Boston, Mass. 


SALE 


printing press cheap. One single Clause 
; prints four or eight pages, seven or 
‘olumns wide ; in use little over a year; in 
condition; a great bargain STAR- 
SAYINGS, st. Louis. 
5s Ww 


For SALE 
per office in one of 


counties of Eastern Pennsy a. 
a cash buyer. For particulars address 
NESS,” care Printers’ Ink 


ll-e quip ong d country newspa- 

yest’ agricultural 
A bargain to 
“ BUSI- 


SUPPLIES. 
’AN BIBBER’S 

Printers’ Rollers 

INC for etching 
4 §St., New York 
TEWSPAPER 
4 Write A. G. El 
Q@TANDARD Type 


© type, original borders. 


BRUCE & COOK, 190 Water 
Rolls or sheets. First quality 
ALIOT & CO., Philadelphia, Pa 


Foundry printing 
200 Clark St., 


outfits, 
Chicago 


T= PAPER is printed with ink manufact 


INK 
Special prices 


WILSON PRINTING 


ared by the W. D. 
, New York 


CO., L’t’'d, 10 Spruce St 
to cash buyers 


i IR making attractive 

rtistic Sign Markers. 
and prices to CHAS. A. JACKLE 
Agents wanted. 


poyee know that I have the most c omplete se 
lection of brass rule in the world? When 
you want anything in the brass rule line write me 
about it. P. BRESN AN, to Walke 
& Bresnan, 201 to 205 Wi 
ue power of the press has been both trouble 
some and costly till the introduction of our 
gas and gasoline engines. They save labor and 
expense. Require little attention, can be placed 
anywhere, owing to small dimensions one light 
weight. If the reduction of your enBe AC- 
count is of interest to you, address P iL ADA. 
GAS ENGINE CO., 911 Walnut 8t., Philadelphia. 


window cards use the 
Send for circulars 
Herkimer, N.Y 


Successor 
am St., 2 
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ELECTROTYPES. 


I 7 to make cuts. 3. Do yor you want to learn the 

art of making & vings for book and 

newspaper illustration in a practical method ! 

Write for ot Chicano particulars. D.C. BITTER, 
rn St., C 


ADVERTISING NOVELTIES. 


bg <3 omens, No investment, ro extra 
labo: o risk losses, good profit. 
ARTISTS’ PUBLISHING CO.. St. Louis, Mo. 


oF MU SIC. The latest song, ““ Private Tom- 

Athioe, ’? with your ad on, in lots of 1M 
to 100 w Write for prices. A. K. PARKE, 70 
State St., Chicago. 


Toe trillers. Latest ad novelty. Silver 

lated. $35 perM. Sample 10c. (this shuts 
out olupie fiends). UNION ATHLETIC GOODS 
CO., Somerville, Mass. 


paae-sens il pads ‘for ~ memorandums — any 
si ine o order—7e, Ib. Embossed catalogues 
rye Send for one. GRIFFITH, AXTELL 

& CADY 2o., Holyoke 


Aro DVE nag bastbors, —— $2.50 per 1,000; 

good stock ; 5.000 for $10, cash 

with y~ hgy V. 1. AARON & CO., Printers and 
ioners, 358 Dearborn St., c hicago, iL 

the purpose of inviting announcements 

Advertising Novelties, likely to benefit 

reader as well as advertiser, 4 lines i od be in- 
serted under this head once for one do!la 


A BEAUTIFUL little book, useful to ladies. 
Plenty of room for adve rtising, cheap as a 
a. — Estimate for given quantity and 
Postal card uests ignored. THE 

Cul RENT PU i CO , 1026 Filbert St., Philada. 

- 
4DVERTISEMENT CONSTRUCTORS. 
A™ ads. CURRAN. 


GX retail ads, with cu uts, $5. R.L. CURRAN, 
N 


111 W. 34th st., 
IX retail ads, $3. FRANK V. STUMP, Werner 
Building, Goshen, Ind. 


LEASE write C. J. BARLESS, Rose, N. Y., for 
estimates on your ads. He’s good. 


NE ad, with outline cut, 25c. Write. 
VUS COHEN, 335 Forest Ave., N. Y. 


‘NATCHY readers and_ pithy car signs written 
/ for $1 each—10 for $7.50. R.L. CURRAN, 11 
West 34th St., New York. 


Mie sell goods. . Have some t Squibs, 3 - 
1; Sinch ads, 10 for $5, cam F. 
DECKER, 155 Chambers, Newburgh, N. Y. 


_ THE ads of 10, 20, 30 lines are w hat I do best. 
eneral advertisers can have specimens, 
R. <3 cu RRAN, i West 3ith St., New York. 


14 4m = not so busy arnt I —~ no time for you ; 5 
advertiseme ; booklet for 
ph H. FRANK WINCHES’ ER, 162 Ashford 
8t., Brooklyn, N. Y 
LLUSTRATED “ advertising monthlies’ writ- 
ten and peeates. | Valuable plan for iarge ad 
vertisers. rite. CLIFTON WADY, Writer, 
Somerville, Boston, Mass. 
A SAFE rule to follow : No matter who does 
4 the writing of roms one circulars or book- 
lets, be sure to have JOHNSTON, of Print- 
ers’ Ink Press, do the bo Fang 


( YONTRACTS for 365 advertisements a year. 
bry 313 ry “ 


OCT A- 


“ 52 “ “ 
E. L. SMITH, Codman Bidg., Boston, Mass. 


sé Ss the matter of writing aire adver- 

ng it seems to us t ed Searboro 

strikes a little closer to the i, of his subject 

other man in the field.”. BACHELLER, 

JOHNSON & BACHELLER, Tribune Building, 
New York City. 


I DON’T rent a Vanderbilt office in some 


large 
city. You at the benefit of this in prices. 
Six retail ads, ne ads, _— 
a or money, Send stam 
new booklet, “ Sharp Points.” FRA} 
MP, Goshen, Ind. 


6 Ne only writer of cuiesivety medical an 
drug advertisi Advice or samples fre: 
ULYSSES G. MANNID G, South Bend, In 


KF IR $10 I will print 1, 000 8 page booklet ots, using 
agood quality of heavy inen paper and an 
color of ink you may desire. Cash must accon 
With order and ¢ ony. Proof furnished. Addres 
LIAM JOHNSTON, Manager Printers’ Ink 
Press, 10 Spruce St., New York. 


PREPARE \4-page magazine ads for $5, in 

clude a little line cut,and give an electro of 
the entiread splendidly set up ; «page ads, $8.50 
page, $15. I have been the ad writer of an ad 
agency which makes a specialty of magazine ad 
of highest grade. R. L. CURRAN, 111 West 34t! 
St., New York. 


I ENRY HOLMES—5 ads and 5 cuts for $2. For 

retailers only and only once to each—after 
that $5 for 5 ads and 5 cuts. Cash with order 
every time—money back if you want it. Book 
lets, circulars, etc., at proportionate prices on 
the same terms. Orders without cash—wast« 
basket. HENRY HOLMES, 17 Beekman St.,N. Y 


F you’re in business and advertise, I'd like t 
correspond with you. My business is to in 
crease your business and to build up my own 
The best business-bringer is advertising, ezep 
erly written and placed. I do both as well as 
man is capable of doing. If you think there's 
value ». my work, you Ae its value news 
more. Will you write? SMITH, 
Building Washington, D. C. 
Baltimore. 


fe quickest way for you to find out whether 

I can adapt myself to the sort of writing you 
wish to have done is to let me show you what | 
have done for others. I want you to have faith 
in me before we come together for business 
then I can put heart into your advertising. | 
don’t like to boast, | prefer to show you what oth 
ers have said about my work — Shall | send these 
bits of evidence! JE ED & SCARBORO, 48 Arbuckle 
Building, Brooklyn, N. 


Te day I write aie ti ot. 11) T have a list of 

work | have to do before me—3 booklets to 
write, a trade paper ad, some retail ads, two cir 
culars, an article for an advertising paper, a car 
card. Have some ads just received from an ad 
agency to criticise, a check from another agency 
for some writing done last wee 1 want more 
than this by next Wednesday. If i do good work 
for others cannot I do so for you! My booklet 
will give further information ; send for it—free. 
R. L. CURRAN, 111 W. 34th St., New York. 


AM doing considerable work now for trade 

paper advertisers. This kind of advertising 
is more or less technical, but I have been quite 
successful in writing such ads. T.e advertiser 
himself supplies the technical knowledge, and 
between us we produce advertisements much 
more effective than either could _ er d 
single-handed. For writing t.ade » paper ads | 
charge hg ee $15. BERTM.MOS §, Box 283, 
Brooklyn, N y finely-printed booktet will 
be sent free A. ‘ay advertiser. Curious people 
will please inclose a stamp if they want it. 


; Equitable Building 


f | ‘HE class of printing we do cannot be had else 

where. The labor tiat produces it is not in 
the market. Perhaps in five years we may have 
worthy competitors. Perhaps in that time other 
printers may acquire the art education we have 
now. But at the present time we stand out dis- 
tinct and alone. Each succeeding booklet we 
print is probably better than 'he one before. We 
never expect to reach the limit of excellence un- 
til the very last “ job” is done. [t is impossible 
to give pric es for catalogue printing without see- 
ing the copy and knowing the size. We would 
like to quote rates to every good advertiser who 
will write and ask for the 7 THE LOTUS PREss, 
140 W. 22d St., New York Ci 


Ww pattern after nobody. As ‘Inge rsoll would” 
put it, we “ care nothing for roads, noth- 
ing for beaten paths, nothing for the foots:eps of 
eters. ” Our work is, first and above all else, orig- 
fo and we supplement originality with 
We believe nothing to be good enough unless 
iti is just as good as it possibly can be. W 
make a business cerd as artistically excellent as 
a catalogue. Write us a letter about business 
cards, Our prices are a little higher than the 
“general run,” but they are really cheap paises, 
because the rong, | we do is so good that it de 
mands attention ive thousan busine-s aie 
in two colors would “yO Ye THE LOTUS 
PRESS, 140 W. 23d St., New York City. 





i i a 7 


PRINTERS’ 


MAILING MACHINE Ss 


. O00 (stamps or m. 0.) ‘Pelbam Mailing Sys- 

s tem and Mailer, postp’d. Prac’l ; 1,000 

saves 2-3 time writing; no type Sete ,unlaue 

Cc. P, ADAMS & BR« ScTopaka, Kan. 
oe 

BILLPOSTING AND DISTRIBUTING. 


P PRINTZ, distributor of advertising matter, 
730 9th St., N. E., Washington, D. ¢ 


( ‘{[RCULARS, samples and all kinds of advertis 
a.) matter distributed at reasonable prices. 
- DORNER, 8 Marion St., Cleveland, O 


WAN FRANCISCO pamphieteering. “ It’sa way 
we hare” of Citetoating ¢ irculars. Rightly 
ne. “It's way we have’ getting returns 
r you ADSIGNS, 8. L. tone, Manager, 506 
mE St., San Francisco, Cal. 
_— 
AND 


ur; 
idress label. 


i DDRESSES ADDRESSING. 
ETTERS for sale or rent. Cash paid for all 
lines of fresh letters. Write for lists and 
rices. H.C. RUPE, South Bend, Ind 


‘ OO ENVELOPES, cards or wrappers ad- 

ls dressed to leading advertisers, $3 

ill exchange for space. TOWNSEN)), 408 f.. 22d 
, Minneapolis, Minn 


3200) Same 


and addresses of people who 
pay taxes on $300 and upward in Spar- 
unburg ¢ Aw Ay S.C. Fresh from the tax books. 
Never been used. Price $15. Address CHAS 
{ENRY, Mgr. Daily Herald, Spartanburg, 8. C. 
_, - 

IND ILLUSTRATIONS, 


Wood Engravers, 10 Spruce 
St.,New York. Service good aud prompt. 


((0TS for newspaper, book and catalogue illus 
trating by up-to-date methods. See our spec 

imens and prices. SANDERS ENGRAVING CO., 

St. Louis, Mo. 

| ANDSOME illustrations and initials for mag 
azines, weeklies general printing, « 

ver inch. Sample res of cuts free Ane R I 

CAN ILLUSTRATING CO , Newark, 


| RAWINGS to fit your ads. Little outline 

drawings are 4 ce = designs, etc., are 
more. Satisfactory « ay. Let's L r from 
you. R.L WILLIAMS, 3 1 & T. Bidg., , 


A4DVERTISING MEDIA 
T= YANK, Boston, Mass., 100,000 monthiy. 


ILLUSTRAT( 
I] SENIOR & CO., 
. 


IRS 


know what 
ILY STAR. 


( ‘OOD local paper Our 
they want ! Koc kland, 
I you advertise in Ohio 
For particulars address H 
Park Row, New York 

NY person advertising in PRINTERS’ INK 
to the amount of $10 is entitled to receive 

the paper for one year 


le 
Mai ne, D 


you will get aon ge ts. 


D. LA COSTE, 


66 | N her Post INTELLIGENCER Seattle has one 
j four great papers of the Pacific 
yf 


Coast.” Harper’s Weekly. 

I | D LA COSTE, 38 Park Row, 
* cial newspaper representative. 

vertisers papers that bring results. 


New York. Spe 
I offer ad 


N all America there are only eight semi-month 
lies which have so large a circulation as the 
WISCONSIN AGRICULTURIST, Racine, Wis. 


~ AN FRANCISCO pamphleteering. “ It’s away 
we have ’ of distributing circulars. Rightly 
“It’s a way we have” of getting returns 
ADSIGNS, 8. L. Stone, Manager, 506 
Commercial St., San Francisco, Cal. 


RE you advertising in Ohio! We invite your 
‘ attention to the Dayton MorRNING TIMEs, 
circulating 4,500 copies daily ; oe EVENING NEwWs, 
9,500 copies each issue, and the WEEKLY TrMEs- 
Ne ews, 4,500 copies; are the re; resentative fam- 
ily newspapers of Dayton, and with their com- 
bined circulation of 14,000 copies daily thor- 
oughly reach the Leases of that section. Dayton 
isa prosperous city of 80.000, and the News and 
TIMes are long established journals, and have al 
ways enjoyed to a marked degree the confidence 
and support of the best people in Dayton. Aa- 
dress H. D. LA COSTE ‘ark Row, New York. 


NK. 29 


ARRANGED BY STATES. 


ARKANSAS. 


For local and State circulation in Arkansas the 


Little Rock Gazette 


Covers the fleld completely. It holds the Asso- 
ciated Press franchise, uses Mergenthaler lino- 
types, and with the circulation prestige and in 
fluence gathered through seventy-six years’ con- 
tinuous publication is an unequaled advertising 
medium in its territory Investigate its circula- 
tion and rates. 


CALIFORNIA. 


LWAYS AHEAD-~- Los Angeles Tres, So. Cal.’s 
great daily. Circulation over 14,000, 
“HE great Califormia fruit-growing district of 
which San Jose is the center is thoroughly 
covered by the San Jose MeRCURY. Sample cop 
ies free For advertising rates in daily 
weekly address San al. 
S AN FRANCISCO pamphieteering Itsa way 
\ we have” of dix tributing « culars. Rightly 
done t's a way we have’ getting returns 
‘or you ADSIGNS, Stone, Manager, 506 
oo ne By 4 


San Francisco, Cal 
THE WAVE, 


ciety, literary and 


or 


Jose, ¢ 
of 


San Francisco, Cal., 
leading Pacific oust 


litical weekly KATZ, 
186-187 World Bldg, New 
N 


York, x. ¥ sole azent. 19,000 pinran 


6 Nae EXAMINER has a larger daily circulation 

than all the other morning papers in San 
Francisco combined, and the 
of any daily west of ( 
EXAMINER has the h 
corded to any paper wes 


Printers’ Ink, 


guaranteed 


largest circulation 
1icago, while the weekly 
ixhest circulation yet 

of the Missouri 
ly 3, 1895. 


ILLINOIS. 


issue of J 


Tt! NEWS, an &4-column paper, has the 
est circulation in Champaign County, I 


IOWA. 


TELEGRAPH, daily and 

kly, isa paper that judic ious advertisers 

should include in their contracts. They are the 

best papers in Northern and Eastern lowa. Send 

for sample copies and rates of advertising 

\ "EKKLY SENTINEL, Carrol’, 

paper, all home print 

of any weekly in county. Guaranteed by Row 

ell he DAILY SENTINEL is the only daily in one 

of lowa’s best counties. Rates low, perhaps not 
low ¢ papers | with half the circulation, but 

they are based on circulation, and pay adver 


tisers 


larg 
il 


Dububue (lowa 


— 
w 


twelve page 
largest circulation 


LOUISIANA. 


\. PRESBYTERIAN, New Orleans 
Ala., Ark., Fla., La., M 


MAINE. 


‘HE HOME TREASURY, Augusta, 


proves 5,000 copies per month 


MASSACHUSETTS. 


sr Cl NTS for 40 words. 5 days 
PRISE. Bro ™ kton Mass 


MICHIGAN. 


~ weekly 
Oe over iss., Tenn., Tex 


Maine, 


Daily ENTEX- 
_No snide ads 


S00 DEMOCRAT Sault Ste. Marie, Mich. 


pH 
It should be on your lis 

QAGINAW COURIER-HF . 7 D 

‘ Sunday, 7,000; weekly, 14,000. 
‘ 

S 


Daily, 6,000 


AGINAW COURIER HE ‘ AT is delivered di 
rectly into the homes by its own carriers, 





30 ; 


Ts = Loe NEWS, Jackson, Mich., has 
the la jon in Jackson County. 


PRINTERS’ INK. 


UEEN OF FASHION, New York City. 
Issued monthly. A million copies a year 








SAGIN a cou "TRIER HERALD, largest cire’n 
in No. Mich. Full Assoc’d Press dispatches. 


SAGINAW Evening and Weekly NEWS. Lar 
est circulations in the Saginaw Valley, Mich. A 


ee AW COURIER-HERALD is the leading 
‘ wspaper in Northern Michigan Issued 
mornings except Mondays, Sunday and Weekly 
Daily, 6,000, est. 1870; Sunday, 7,000; Weekly, 
14,000, est. 1857. Saginaw (pop. 60,000) is the third 
city in Michigan. For further information ad- 
dress H. D. LACUSTE, 38 Park Row, New York. 


JACKSON (Mich.) PATRIOT, mogaing, evening, 

° Sunday and twice a week. The leaders 5 
their respective fields. Exclusive Associated 
Press franchise. Only morning newspaper in 
this section. All modern improvements. Rates 
reasonable, The leading advertisers in the coun- 
try are represented in the PaTriot’s columns 
Information of H. D. LACOSTE, 38 Park Row,N. 


MISSISSIPPI. sb 


\HE WATCHMAN has a large circulation 
throughout the Southern States, and is a 
splendid advertising medium. Send for sample 
copy and advert peas ates. JAS . M. WALKER, 
Publisher, Williamsburg, Miss. 


Yt ne EY ADVERTISER is the oldest paper 
rth Miss. and circulates in arich farm 

ing qe where dairy interests are developing. 
Wants advertising and offers low rates : % cents 
BaersoN ih month, cash. Address C. A. ROB 
wg )N, Ripley, Miss. Circulation growing rap- 











MISSOURI. 
Ix Tv ANSAS CITY WORLD, daily e xeeeding 25,000, 
\ Sunday 30,000 


QTRIKE tne c happy me a ase the MEDICAL 
OO FORTNIC 


TH.0 reach the 50,000 bad ry zinc mines of 
Southwest Missouri, use the columns of the 

Webb City Daily and Weekly SENTINEL. A live, 

progressive and up-to-date paper. 


MONTANA. 


"HE LIVINGSTON ENTERPRISE ; eight page 
3 all home print. Circulation exceeds 1, 000. 
NACONDA STANDARD. Circulation three 
times greater than that of any her daily 
or Sunday paper in Montana: 10,000 copies daily 


NEW JERSEY. 


POPULAR adv. mediums: Bridgeton (N. J.) 
Ev’a News, 3,600; Bridgeton (N. J.) DOLLAR 

WEEKLY NEws, ‘1,600, Rowell guarantees circe’n 

THE EVENING JOURNAL, 

JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - 15,500. 
Advertisers find ([T PAYS! 


NEW YORK. 


RADY prints illustrated. No advertising. No 
\ plate matter. ilalf-tone engravings of live 
subjects. Prices about the same “y! for the old- 
fashioned ready prints. Only one paper served 
in a town. Send for uftalo. N.Y é HARLES H. 
WEBSTER, Publisher, Buffalo, N 


ELMIRA 
TELEGRAIS1. 


ELMIRA, N. Y. 
Known Circulation Over One Hundred 
Thousand Copies Weekly. 
A. FRANK RICHARDSON, General Agent. 
Rooms 13, 14 and 15 Tribune Bldg., New York City. 


WEE Cornine DISTRICT EPWORTH BANNER, | 
«) der Pennsylvania. Guarantees 3,500 per iss 


4 he ~ PRESS, C cTambus, only Demacratc da 
in Central Ohio ot a a ee 
ARGEST cire’n of any Prohibition paper 
4 nation: BEACON AND NEW ERA, Springfield 





px AY (0.) REPUBLICAN is the best nev 

paper in all respects published in any 20.0 M 
city in the vases States. Circulation——dai! 
3,000 ; weekly, 2,0 


PENNSYL VANIA. 


MMIOGA CO., Pa. and Steuben | N. Y., are t! 

home field ot the Epworty 1 ARE ‘a mag 
zine in newspaper form. Ads 60c. per inch p 
issue, next reac ing. Wellsboro, Pa. 


YHE A: ATRIOT, Harrisburg, Penna. Fort) 
Politics, independently Dem 
paper at State capital ; §,00 
daily, 5,000 week y. Rates low. Population 54,0 
7O daily in Pennsylvania or eisewhere either 
a for that matter, has a more des rable ci: 
culation than the Chester Tues. It reaches 
32,000 people in the ow n spot of the Keysto: 
State. WALLAC E & SPROUL, Chester, Pa 


RHODE ISLAND. 


“HOME GUARD, Providence, R. I. 
Circulation 50,000, 


MyHE 
year 


SOUTH CAROLINA. 


T TBE: how edition of THE STATE, C olumbia Ss 

he most popular paper in a hundred 
South & arolina towns. The semi-weekly editio: 
reaches over 1,000 post-offices in South Carolina 


TENNESSEE. 


E PRIMITIVE BAPTIST, Martin, Tenn., ha 
—__largest circulation in 9th Congress’! District 


VIRGINIA. 


‘| HE STATE, Richmond, the leading evenin; 

aper in a community of 125,900 people 
publishes full Associated PTess dispatches, and i- 
a live, up-to-date family newspaper. New mar 
agement, typesetting machines, new press an 
many improvements. Greater local circulatior 
than any other Kichmond daily. Prices for spac 
of H. D. LACOSTE, 38 Park Row, New York. 


WASHINGTON. 


GEATIL 4E TIMES. 


Tent! 


ip | 


GEATILE TIMES is the best. — 
‘ 


SEATTLE POST INTELLIGENCER. | 


T ‘HE TIMES is the home paper of Seattle's 60,( 00 
people 

SE ATTL E'S afternoon daily, the Towers, has 

' the largest circulation of' any evening paper 

north of San Francisco. 

** | N her Post-INTELLIGENCER Seattle has on 

of the four great papers of the Pacifi 
Harper's Weekly 


MEXICO. 


KNHERE are two classes of advertizers—thos« 

who desire “4 those who expect 

ultimate returns. EL Faro can help both. Apar 
tado 305, Mexico City. 


WISCONSIN. 


\ TISCONSIN AGRICULTURIST, Racine. Wis 
Only English ricultural paper printed 

in the State. Rates only 20 cents a 

lation over 25,000. 


Coast.”’ 
- _ Ap 


line. Cireu- 





VERMONT. 


Burlington FREE 


4 leer 
1 nd Week 


PReEss has largest Daily 
ly circulation in Vermont 


CANADA. 


7S largest circulation in New 
enjoyed by the 

at St. John. 

1895, 


Brunswick is 
PROGRESS, a weekly issued 
From Printers’ Ink, issue of May 


pss BERLIN RECORD (daily and weekly) is 

acknowledged to be the best advertising me 
dium in Waterloo County, as it indisputably is 
the leading newspaper. The DaiLy REcoRD is 
the paper of a large and progressive manufact 
uring town. The people who read it are well-to- 
do German oot who have money to spend 
W. V. UTTLEY, _Business Manager 


SO. & CEN. AMERICA. 


panama STAK & HERALD. 





CLASS PUBLICATIONS. 


Advertisements inseried under this heading, in 
the appropriate class cost 25 cents a line, for each 
insertion. One (ine, without display or black 
faced type, inserted one year, " 3s, for oi 6 
months for $6.40,3 months for 
Sor #1. Display or black faced type bared at 6 ) 
cents a line each issue, or $26 a year, or $2 
month, for each line of pegril space occupied by 
the whole advertisement Der the publidhar who 
does not find the heading he wants one will be 
made to specially jit his case. 

AGRICULTURE 
HOME AND FARM, Louisville, Ky. 
BREEDER AND FARMER, Zanesville O. 
PACIFIC RURAL PRESS, San Francisco, Cal. 
WISCONSIN AGRICULTURIST, Racine, Wis. 
WISCONSIN AGRICULTURIST, Racine, Wis. 
A. P. A. 


A. MAGAZINE. New. Ran eemon = 
10 large quarto pages. $3 yearly 
None free. San Francisco, Cal.’ 


ART 
ART LEAGUE CHRONICLE, 
BAKERS AND CONFECTIONERS 
SUPPLY JOURNAL, New York 
CARRIAGES AGONS. 
1 UCB, 247 Breadway, New York 
The leading monthly, containing all that 
pertains to the art of carriage building, 
and cir ated er the werld, 
THE tBN . 247 Broadway. N. 
weekly” paper p hed in "the 
interests of vehic le mfrs. and de alers 


COAL. 
COAL TRADE JOURNAL New York City. 
COMMERCIAL TRAVELERS. 


THE COMMERCIAL TRAVELER, St. Louis, pub- 
lished in the interests of and circulates among 
commercial travelers. Bona fide cire’n, 4,650. 


DANCING 
THE BALL ROOM, Kansas City 
DRUGS AND CHEMIC 
WIS. DRUGGISTS’ EXCHANGE, 
FASHIONS. ~« 
Qu EEN OF FASHION, N. Y. City 


jesnes monthly. A million copies a year 
THE V 000 weekly. 


A. P 
ready 
monthly 


Leavenworth, Kan. 
173 Chambers St 
iND W 


Semi-monthly 
ALS. 


Janesville, Wis 


WV AVE, San Francisco. Cal. 13, 


FRIENDS 

FRIENDS’ INTELLIGENCER, 

tablished 1844, Circulation 3, 

HISTORICAL 

THE AMERICAN HISTORICAL REGISTER, a 

Monthly Gazette of the Patriotic ; 
Societies of the United States of Americ 

for advertising rates and specimen copies. 

Sixth St., elphia, Pa. 


Es 


Philadelphia. 


HARDWARE AND HOUSE FURNISHING 
HARDWARE DEALERS’ MAGAZINE goes to 
hardware dealers per inch. D TN MAL- 
LETT, Publisher, 271 Broadway, N 
HOMCLOPATHY, 
HOMCEOPATHIC RECORDER, Phila., Pa 
HOUSEHOLD 
WOMAN’S FARM JOURNAL, St 
JEWISH 
JEWISH SPECTATOR, Memphis, Tenn 
Orleans, La. Oldest, largest, best, 
circulated Southern Jewish paper 
LARGEST CIRCULATIONS 
ELMIRA, N. Y., TELEGRAM : Over 100,000 weekly. 
LITERATURE 


San Francisco 


Louis. Monthly. 


and New 
most widely 


THE WAVE, Cal. 
LUMBER. 
80, LUMBERMAN, Nashville, Tenn. Covers South 
MEAT AND PROVISIONS 
Phe National Provisioner, N. Y., Chicago. 
MEDICINE, 
LEONARD’S ILLUSTRATED MEDICAL JOUR 
NAL, Detroit, Mich. Circulation over 10,000 
MEDICINE AND SURGERY. 
MEDICAL SENTINEL, swe 
WESTERN MEDICAL AND SURGICAL 
REPORTER, St. Jonxeph, Mo. 


MILITARY 
CANADIAN MILITARY GAZETTE, Montreal,Que 
Only publication of its class in Canada 
MINING 
MINING AND SCIENTIFIC PR ESS,San Francisco, 
PAINTING 
PAINTING & Fat COKATING, 247 Broad- 
way, N The finest and most complete 
paper publix hed for the trade—one lxane 
worth more than price of a year’s «u 
PARKS AND CEMETERIES 
PARK AND CEMETERY, Chicago. Monthly 
PHILATELY 
AMERICAN PHILATELIC MAGAZINE Omaha 
Neb. Monthly. Stamp men like it. 
PRINTING INDUSTRIES. 
PAPER AND PRESS. hiladciphia, Pa 
The leading technical magazine in the world of 
ie indorsed by and circulating exclu 
sively to employing and purchasing printers, 
lithographers, book binders, blank book 
makers. manufacturing stationers, engravers 
etc., etc. Sample copies and rates on application. 
SECRET SOCIETIES 
RECORD, Watertown 
SOCIETY 
THE WAVE, San Francisco, Cal. 13,000 weekly 
SPANISH 
REVISTA POPULAR, established 1888 Largest 
Spanish circulation inthe world. Translations 
in all laneua 4 Vesey St., N. Y. City 
LA MDA ILUSTRADA reaches seven times more 
Sp.-American families than any other publica 
tion. 35,000 copies sent each month Books 
open _to all. Send for sample copy E. C 
WHITE, 136 Liberty St., N. ¥ 
SUNDAY PAPERS 
ELMIRA, N. Y., TELEGRAM 
100,000 copies weekly 
TEXTILE 
WORLD, Boston 
TYPEWRITERS 
PHONOGRAPHIC WORLD, New York City. 
WOMEN. 
QUEEN OF FASHION, New York City 
Issued monthly. A million copies a year. 


13,000 weekly. 


rn cir. Portland, Or 


class 


THE LODGI New York. 


Circulation over 


TEXTILE Largest rating 








SA ARNEL SNARES REE eo wa 








WE HAVE R 


OUR NEW YORK OFFI 


to the Main Floor of the 


Postal Telegraph Buildi 


253 Broadway, 


Cor. 


Size of our 


do X42 
Feet. 


Murray Street. 


offices: 5,000 

















Small Office in Times Building. 


1830 
15 Cities 
_ 3,000 Fu il-Time Ca ars 











1889 
9 Citi 
5 Office: 


=W 








RINTERS’ INK. 
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VED [os 


54 Cities 
9,000 Full-Time Cars 


1894 hy 


50 Cities % 
8,000 Full-Time Cars | 
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Making 
the largest 
ADVERTISING 

office on a single 
floor in the World. 
This gives us ample 

facilities to transact our 
business—which, like our con- 
ern, is the largest in existence. 


RLETON & KISSAM, 


Street Car Advertising, 
DENVER—DULUTH TO NEW ORLEANS. 
CARS. 18 BRANCH OFFICES. 
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A JOURNAL FOR ADVERTISERS, 


t@ Issued every Wednesday. Subscription 
rice: Two Dollarsa year. Five Cents a copy ; 
Five Dollars a hundred. No back numbers. 
After Desemaner $1 the subscription price will be 
nereased to Five Dollars a year 
<< - Publishers desiring to subscribe for PRINT- 
ERs’ INK for the benefit of advertising patrons 
a obtain special terms on application 
tev Being printed from , it is always 
possible to issue a new edition of five hundred 
copies for $25, or a larger number at same rate. 
te If any person who has not paid for it is 
receiving PRINTERS’ INK, it is —- some one 
has subscribed in his name. i is 
stopped at the expiration of the pw pa 
New York Orrices: No. 10 Spruce S1Keer. 
CHICAGO AGENTS, 
Bennam & Incranam, Room 24, 145 La Salle St. 
LONDON AGENT, 
F. Ww. Sears, 138 | Fleet St. 


NEW YORK, SEPTEMBER 8, 1895. 
Goop advertising keeps money in 
circulation. 








A Goop ad makes itself felt, but in 
the right way. 





IN advertising, a little line may 
land a big fish. 





THE ad that educates the reader is 
not written in vain. 


THE ad that cannot be improved 
has not yet been made. 


STRENGTH in the ad does not con- 
sist of strong expressions. 

Too many ads give the impression 
of being laboriously catchy. 


Ir looks as though some men adver- 
tise simply to spend money. 


THE value of an ad can only be 
estimated by the sales it makes. 


BETTER have a big advertising bill 
and a small rent than vice versa. 


DisPLay can tell a story of its own, 
if the right parts of the ad are displayed. 


AN ad's prominence often depends on 
the comparative excellence of its sur- 
roundings. 


IF you cannot make people like you, 
yourself, you may make them like your 
advertisements. 





THE right ad, at the right time, in 
the right place, will always produce 
the right results. 





a 





MAxyY people want what 


many 
others want to get rid of. The means 
to satisfy both is printers’ ink. 


AN ad that will help the purchaser 
in buying goods will necessarily help 
the advertiser in selling them. 


ADVERTISING that causes a man to 
purchase once at a store, and thereafter 
to shun it, will not prove profitable. 


Ong solid fact impressed on the read- 
er’s mind is worth a score of general- 
ities that leave no distinct impression, 


AN ad that offers something valu- 
able at a low price is a better trade 
winner than one that offers something 
worthless for nothing. 





IF you roll a ball down an inclined 
plane it will roll considerably faster 
the last half of the journey than the 
first half. In advertising, the second ad 
will be more effective than the first, 
and the hundredth considerably more 
effective than all preceding. ‘The 
earlier motion gives an impetus to the 
later motion of the ball, and the earlier 
advertising increases the power of the 
advertising done later. 

HALF the advertising in this coun- 
try costs too much merely because the 
advertisers do not make the most of 
the opportunities which they have 
bought, and which they persistently 
ignore in face of the information fur- 
nished by the other half—that the way 
to get the most out of advertising space 
is to put the most into it! This 
doesn’t refer to the number of words, 
but to right methods and right matter 
attractively put. 





THE impelling demand for a product 
used by the people must come from 
the people if that product is to lead in 
its line; and any scheme of adver- 
tising that merely contemplates the 
middleman, and ignores the consumer, 
must fall short of appreciable results. 
When the desire for a certain article 
is felt by the public as the result of ad- 
vertising, the middlemen—jobber and 
retailer—will hasten to supply the de- 
mand. Of what avail, on the other 
hand, is it to the advertiser if the mid- 
dleman’s shelves are loaded with the 
advertiser’s product, and the public does 
not come to buy ? 

















A STRAIGHTFORWARD story mfkes as 
favorable an impression in an ad as it 
does anywhere else. 


A SMALL stock well advertised will 
prove more profitable than a large 
stock not advertised. 

SEVERAL writers on church adver- 
tising deprecate the use of all other 
media save the newspaper. But is not 
the ordinary church an institution that 
is local to its own portion of the city, 
drawing the peopie only from the 
neighborhood in which it is situated ? 
Could a church in the upper part of 
the city draw a constituency from the 
lower part of the city? In small 
towns, advertising in the town news- 
papers may be all that is desirable ; 
but in a city like New York the church 
is about in the same position in regard 
to newspaper advertising as the ordi- 
nary local grocery store. Even the ten- 
cent car fare is an obstacle that no 
amount of advertising can overcome 
in getting people to patronize a church 
not in their vicinity. For church ad- 
vertising is primarily intended to reach 
the poor and churchless. 


ADVERTISING A 


MAGAZINE. 


PENFIELD, OF PETERSON’S, 
AL CAMPAIGN. 


RODERIC C. 
OUTLINES A PRACTIC 


It occurred to me the other day that 
the people who make magazines might 
have something interesting to say about 
advertising them, and I interviewed 
Mr. Roderic C. Penfield of the 
son Magazine at the office of that pub- 
lication. 

‘*Do you believe a magazine can be 
profitably advertised ?’’ I asked. 

‘Yes, a magazine or any publication 
similar to a monthly periodical is just 
as good a commodity to advertise as 
any thing else that the public wants, and 
the fact must be apparent to every one 
that the public does wand magazines. 
There are now sixteen ten-cent maga- 
zines on the market, besides higher 
pricéd and class publications. 

‘What would you do in the way of 
advertising a magazine and bringing it 
before the public ?”’ 

‘My plan is first to take a good line 
of daily papers in each section of the 
country and spend enough money in 
them each month to stir up a demand 
for the magazine in that section, For 
instance I take, say, Philadelphia, Bal- 


oho 
eler- 
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timore and Washington for a period 
of three months. I put from one hun- 
dred to two hundred lines in the best 
daily papers of these cities three or 
four times each month.” 

‘* What would you put in your ads?’ 

‘** That would depend upon the char- 
acter of the current issue of the maga- 
zines. If it chanced that the magazine 
had two or three specially timely arti 
cles, I would call particular attention 
to these articles in the paper, perhaps 
devote the whole space to nothing but 
these two or three articles. The fol- 
lowing month the advertisement might 
contain the entire table of contents. 
the month succeeding that, if the il- 
lustrations in the magazine happened 
to be especially good, it would be good 
policy to refer entirely to the illus- 
trations. I should certainly vary this 
advertising as much as possible. Look- 
ing at a magazine from a_ business 
standpoint there is no reason why the 
specially good points of a certain issue 
should not made the features for 
that month’s advertising as much as a 
dry goods merchant devotes each day's 
advertising space toa different class of 
articles. The advertisement in each 
paper should be prepared with special 
reference to the class of people read- 
ing that paper. If it is a strong politi- 
cal paper, then the articles referring 
to subjects in which men are especially 
interested should have the precedence 
in the advertising ; and with the dailies 
which make a special claim to a family 
circulation, articles that are of particu- 
lar value to the home and to women 
are the ones that should be announced.” 

‘* How long would you continue this 
kind of a campaign ?” 

‘*T keep upa definite amount of this 
kind of work all the time, simply alter- 
nating between different sections. In 
addition I have a good talker call upon 
the newsdealers in each of the cities 
while the advertisement is running, 
calling the dealer's attention to these 
facts | hat the magazine was being 
advertised for his benefit; that he 
should keep it prominently displayed, 
and requesting him to call the atten- 
tion of his customers separately to it. 
I repeat this each month as long as 
the advertisement is running, When 
we first approached the New York 
newsdealers some of them wanted $5 
per month as a retainer or salary to 
give us special attention. This 
very promptly refused, and we do not 
think we have lost anything by it. 


be 


we 
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As to special matter, I furnish the 
dealer posters, advertising circulars and 
leaflets with his name printed on them, 
and where the stand is prominent, a 
large placard to be put up for the first 
day or two announcing the fact that 
the current number is just issued.” 

‘‘What sort of poster do you pre- 
fer?” 

‘* Something as handsome as possibly 
can be afforded. Certainly in colors. 
Some of the posters used by the maga- 
zine and book publishers nowadays are 
frightful, in my opinion. They are 
supposed to be artistic, but they are 
simply eccentricity gone mad. I be- 
lieve that a poster should combine 
three essentials—neatness of color, 
artistic design and absolute legibility.” 

‘*What sort of circulars ?”’ 

‘Something in the way of a four- 
page leaflet, with specimen illustrations 
from the magazine and advertising 
matter about it. This should be nicely 
printed on good paper and made thor- 
oughly attractive in every way.”’ 

‘How about advertising for sub- 
scriptions ?’’ 

‘* The subscription business, it seems 
to me, is largely a matter of personal 
solicitation, although good advertising 
always helps. I advertise in the 
leading publications of a wide circula- 
tion during the fall months and secure 
agents to make a house to house can- 
vass.”” 

‘How would you advertise to get 
advertising ?’’ 

‘*T believe in a pretty liberal use of 
the advertising trade publications, like 
PRINTERS’ INK, and a moderate use of 
the advertising agencies’ books. The 
latter, however, are simply to keep 
the name before the advertisers of the 
country. I also send out advertising 
matter of some description each month 
to the best advertisers of the country. 
The sort of matter really depends 
largely on the kind of publication 
which is being advertised. Neatly 
printed circulars, letters and cards, 
with now and then an advertising 
novelty of some sort. These things 
are also only to keep the name of the 
publication to the front. A good 
solicitor should be backed up with 
good advertising matter.” 

J. L. FReNcu. 
Tuere’s no use for an adage “trite and old” 
In this ad-age new of methods bold. 


If you would avoid financial disaster 
Ad-here to ad-vice of the Little Schoolmaster. 


PRINTERS’ INK, 


NOTES. 


Lorp & Tuomas have issued a fine book- 
let called ‘“* America’s Magazines and their 
relation to the advertiser.”” 


Car.Leton & KissaM have moved from the 
ninth to the ground floor of the Postal Tele- 
raph Building, where they have greatly en- 
arged quarters and facilities. 

Good Housekeeping offers prizes aggregat- 
ing $175 for the ‘solution of 200 anagrams, 175 
of which are popular advertised articies, and 
25 of which are the names of well-known ad- 
vertisers. 

Tue Minneapolis 7imes, of Sept.s, is an 
elaborate issue of 104 pages, the object of 
which is to tell the farmers of New England 
and Canada the advantages of settlement in 
the Northwest. 

Tue Ladies’ Home Journal sends to each 
subscriber whose subscription has expired an 
elaborate booklet, reminding her of the fact, 
and giving an illustrated synopsis of the good 
things to come. 

J. A. Butver, Eso., the business manager 
of the Evening News, of Buffalo, makes an 
affidavit that the average circulation of the 
News for the six months ending July 31 was 
62,347 copies per day. 

A ROYAL edition of one of the great dailies 
is prepared and issued daily for the Queen's 
special sight. Ever since the death of the 
Prince Consort tw enty-five copies of the 
newspaper have been issued, in truly royal 
style, and sent to each of her palaces daily. 
Should Her Majesty feel disposed to glance 
at its contents, she te the privilege of know- 
ing that she reads an edition expressly pre- 
pared for herself.—London Fame. 

+o 
THE LAW ABOUT ADVERTISING 
CLAIMS, 

It is, without doubt, the common law right 
of any person to advertise for sale any lawtul 
claim he may hold against ar, ther, but this 
right is subject to the limitatiyn that the ad- 
vertising be done in good faith, and for t..e 
sole purpose of realizing money fr.m a sale 
of the claim. If the advertising be done 
with intent to force payment from the debtor 
through intimidation or by holding him up to 
a public distrust or contempt, such a publica- 
tion is clearly within the law of libel, and the 
publisher (7. ¢., advertiser) is liable, both civ- 
illy and criminally. This is the common law 
in every State in the Union. ’ 

It is no defense to an action for libel in a 
case where it was shown that debts were ma- 
liciously published, to say that the claims 
were justly due. It is indictable to publish 
the truth with evil intent, and unless a com- 
munication is privileged the court will pre- 
sume malice from the fact of the publication 
itself. “*To write or publish of a man any- 
thing that imputes insolvency, inability to 

ay one’s debts, the want of integrity in his 
a Aon or personal incapacity or pecuniary 
inability to conduct it with success, or"whic h 
imputes to him fraud or dishonesty, cr any 
mean or dishonorable trickery in the conduci 
of his business, or which in any other man 
ner is prejudicial to him in the way of his 
employment or trade, is libelous in itself.’’— 
Grocery World. 

— - 
Ir to advertise be folly, 
What a lot of fools there be, 
Who to their want of wisdom 
* Owe great prosperity. 
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ADVERTISING IN PARIS. 

There are probably very good reasons for 
thinking Paris an excellent advertising center 
and it is an indisputable fact that there exists 
there an enormous field for publicity, which 
has as yet been only in a very sm: ll extent 
e op yloited by English advertisers. Of course, 

itficulties and ‘obsts acles exist; but they are 

ompanied by countervailing advantages, 
and once the initial obstructions are got over, 
France, with Paris as a center, ought to be a 
very lucrative field for advertisers English 

manufactures 
3ritish and American advertisers are apt to 
hun foreign markets on account of the diffi 
ilty of language, and this is areal ob- 
struction gut to surmount i Aue after all, 
troublesome rather than diffic 7 legal 
ficulties attending some trade 
ray occasionally be both and 
lificult They, however, insur- 
mountable, and, once surmounted, their very 
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There are two 
ment of trade-marks and pate nts- 
and civil; and each kind 
It is believed that the tw 
mutually exclusi 
e,as it is everywhere, somewhat 
not that the law is itself ‘“‘a 
but that it has been complicated by 
and There xists an 
society, nion des Fabricants, 
which affords con 


goods 


remedies against 


ve he rade-marks 


mts decisions 
excellent the | 
4 Avenue du Coq, Paris, 
siderable advantages to its members, and it 
is equally open to foreigners and natives 
The president of the Union, Comte de Mail- 
lard—a busy, urbane man of middle age 
good deal like the late Mr. Mudie in 
pearance— probably knows more about trade 
mark law than any one else in France, and he 
is a standing terror to infringers, for whom 
his eye is very keen 

Trade-marks and patents being susceptible 
of perfect defense, therefore, there is no 
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reason why France should not be a good 
market for advertised goods, provided the 
latter are suited to the genius of the French 
people. Your Frenchman is a much simpler 
fellow than most of us in England are accus- 
tomed to think. He is gay, light-hearted, 
and a little frivolous, but frugal, provident, 
and intensely receptive. There is nothing 
wasted in France. 

In the towns, or at least in Paris, the stand- 
ard of culture among the middle classes would 
seem to be high As an example, I saw a 
oetical drama—-the Princesse Lointaine of 
M. Edmond Rostand—being played to a 

crowded theater, with rapturous applause. 
It is a play of the most romantic and shadowy 
action, written in oy med Alexandrines, like 
the plays of Racine or Corneille, the action 
taking place in the time of the troubadours. 
Not merely the stalls and boxes ‘were 
thronged, but the popular parts of the house 
also, and there was more enthusiasm shown 
there than at any music hall or cafe chantant 
that I visited. Now,a London manager who 
produces even teen does so at his 
proper peril, and must contrive spectacle, 
music, and the pull of great names to bolster 
up its popularity Imagine what would hap- 
pen if a poetical play by a living author were 
** put on" at the Adelphi. A pe yple capable 
f thronging a the ater for such plays as this 
should be worth addressing with pretty high- 
class ot cathe aead copy 

Yet nature of the advertise- 
French readers in their 
an only be said of them 

are crude in the extreme. Black 
type, used in the most inartistic 
heavy-bordered blocks, filled with 
red and ill-set ty; s of the poorest 

It is with such matter as this that the 
igent, sprightly, artistic public of the 
artistic center is wooed. Such athing 
head-line, : beautiful outline- 
a neatly-balanced advertisement is, in 
laily papers, all but unknown. There 

ihere. By contrast alone, some- 
ly go ynuld tell with enormous 
magazines do a little 
and the best advertise- 
rem are English and 
and comic papers—the 
witty, but often exceedingly in- 
admit advertisements of a kind which 
Campbell’s Act, without assistance 
the statute applying specially to 
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Wall-posters—even such things as “ Boy 
Wanted ’’—are subject to a government tax, 
represented by astamp. There is a general 
impression that w ™ posters on white paper 
are not permitted in France. This is a mis- 
understanding Wi lite are, indeed, 
reserved for official announcements; but a 
colored poster on wh paper is permitted, 

rovided two-thirds of its area is covered by 
f some sort 
> name of the 
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great designer, M. Cheret, 
is inseparably connected, to the English 
mind, with French poster work, and I took 


an opportunity t all on M. Cheret in his 
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studio, where I had a most courteous and 
kindly reception. The great artist is a fresh- 
colored, erect man, wearing a gray mustache, 
and carrying the red ribbon of the Legion of 

onor, After a few sentences in my some- 
what imperfect French, he began to taik very 
good English, and showed a number of his 
pictures and designs. He was at present, and 
would be for the future, he said, doing very 
little poster designing—perhaps three or four 
cartoons a year; and he showed a portion of 
a large mural decoration which he is exe- 
cuting for the Hotel de Ville, Paris, a brilliant 
conception in the world- famous Cheret man- 
ner. On M. Cheret’s introduction, I also 
visited the Imprimerie Chaix, to which all M. 
Cheret’s posters are intrusted for execution, 
and was shown a most interesting series of 
proofs by M. Alban Chaix and his managers. 

It appears to be allowable in Paris to send 
hand-trucks, bearing large hoarding-like 
spaces for the display of posters, and this not 
very high-class medium of advertising is 
freely wsed, especially by theaters rere 
are not any ‘field signs by the railways in the 
country, though utilitarian France would 
certainly not allow herself to be talked out 
of the use of such advertisements did she see 
fittoemploythem. But near the large towns 
one sees an occasional hanging- letter sign, 
something like a London sky-sign, unloved of 
the County Council; ts ay between Paris 
and St. Denis I noticed by the railway a 
colossal bottle, even bigger than that blue 
horror that used to haunt the London streets 
in the interest of Emerson's Bromo-Seltzer, 
and devoted, unless | am mistaken, to the 
ubiquitous ‘* Amer Picon,”’ a pick-me -up or 
aperitif largely aivertised in the gay capital. 
Of other — adeeviatenets there are 
not many. aris omnibuses do not carry ad- 
vertisements—surprising omission in a city 
where the very lamp-posts are utilized, the 
latter chiefly for photographers’ announce- 
ments, often with an ingenious album, under 
glass, turning over leaf by leaf in slow pro- 
gression. The theaters have illuminated glass 
signs on many street posts. 

“here are three prominent Trans-Atlantic 
advertisers at work in Paris, namely, the 
roprietors of Dr. Williams’ Pink Pi iis for 
ale People, Scott’s Emulsion and Seigel’s 
Syrup—all busy, and all doing satisfactory 
business. Mr. Fulford said that Pink Pills 
seemed to be catching on, and though, of 
course, he was spending a good deal of money, 
he seemed abundantly satisfied. 

An advertising device that was new to me 
was employed at the Falies Bergeres, where, 
on leaving in an interval, I was presented 
with a readmission card (for which, strange 
to say, there was no charge) bearing a tailor’s 

advertisement. At the same theater they had 
an advertising act drop, which, even in 
England, would not be considered quite ac- 
cordant with the dignity of a first-class theater 
or music hall.—London Fame. 


CONSTRUCTING WRITE-UPS, 

That “ write-ups’ are a most valuable sort 
of advertising | know from experience, and I 
never failed, when placing ads, to make the 
best possible provision for a complimentary 
of this kind as a part of the contract for dis- 
play. I soon discovered that the average 
editor had a fashion of cutting down notices 
of this kind to the lowest possible limit and 
be able to claim the full performance of his 
eontract, and, once this fact was impressed on 
my mind, I exhausted my ingenuity in so 
constructing my write-ups that they could 
not be sock iensly cut down with a blue pen- 
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cil, and that any material change in them 
would make it necessary to rewrite them en- 
tirely. This is not so easily done as one 
might imagine, and I had hard work at first 
to satisfy myself in this respect. I soon 
found that it was impossible to coal a write- 
up and finish it within the number of words 
that it is intended to contain without leaving 
it in such shape that it could be cut down 
Then I tried writing an extended notice—one 
occupying five times as much space as I could 
hope to get out of most editors. This I 
would go over time and again, cutting it 
down wherever I possibly could, and by th 
time I had it boiled down as much as poss 
ble, I usually had it in such shape that most 
of editors did not care to try to say the same 
thing in fewer words. In those days the art 
of writing write-ups was not as well under- 
stood as it now is, as I have reason to know 
As an editor, a good many polite letters from 
various gentlemanly advertising agents reach 
me, asking as a special favor that I will in- 
sert, free, “the following brief notice” of : 
client, assuring me that such favor will ts 
highly appreciated, and a good many times 
apologizing for the length of the notice 
Some of these can be cut down materially, 
but I notice that those that are constructed 
so as to go as originally presented are be- 
coming more plentiful, and I often find one 
that I cannot reduce and make it sound right 
nor rewrite without spoiling it, as well as 
using more space than I want to. I admire a 
write-up of that kind, for I know that the 
man who constructed it put some work on it, 
and, as a rule, it goes in as it comes 
I believe conscientious labor of this kind 
ought to have some reward. The kind of a 
write-up I like to get is the one where the ad- 
vertiser or his agent sends a catalogue and 
asks that the notice be written up from facts 
gleaned from it. That is the kind of a write- 
up the average editor can cut off at exactly 
the number of lines he wants to use for that 
purpose, and if he is in a hurry—and he 
usually is—he can grab the catalogue, give 
the leaves a flip, and scribble off a few lines, 
dealing in glittering generalities, which might 
fit one machine or one man’s product as 
well as another 

I still place some advertising for a former 
employer, and the write-ups I construct for 
that business are entirely different from those 
I bring forth for the man who not only wantsa 
free notice, but wants me to writeit. A write- 
up is too valuable to be wasted and I would not 
trust the best editor I know to write one for 
me if it was going into his own aper, fora 
good editor never has time Heit to write a 
good write-up, and a poor one doesn’t know 
enough to write one. MILLER Purvis. 

Springfield, Ohio. 


because 


ss 
HIS TUNE CHANGES, 

Ask some men for an advertisement or a 
few locals and they will say they don’t be 
lieve in advertising—a paper is never read 
Let one of them be caught kissing his a 
bor’s wife or trying to hold up the *éde of « 
building some time, and his tune changes in 
stanter, — if the printing office is in a gar 
ret of a seventeen-story building, he will 
climb up iw the top and beg the editor to kee 
quiet—not to publish it in the paper. 
paper is not read—oh, no!—Port Jefferson 
Echo. 


You should keep before the people, 


For they are very apt, you know, 
To forget you are in business, 
If you cease to tell them so. 
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TRADE PAPER ADVERTISING. 
By Bert M. Moses. 

The Zextile World, published at Boston, 
probably the leading magazine devoted to the 
textile ind lustries of the United States, i 
making a special and commendable effort t 
brighten its advertising pages re follow 
ing extract from a business letter I received 
from Mr. Henry G. Lord, one of its proprie 
tors and publishers, ought to be interesting 
to other trade publications. I have Mr. Lord’s 
permission to print it 

t is our idea to pay special attention 
the preparation of advertisements f our 
clients desire it, ill undertake to prepare 
original and striking ads for them, written 
by a professional ad writer, cha a little 
extra. Indeed, I am not what it 
would pay us to have such ads prepared at 
our own expense, as I believe that suitably 
prepared a great drawing value 
the lamentably weak producti that 
usually found in trade journals. I have 
ways felt that such advertisements coulc 
improved roo per cent, as far as returns t 
vertisers go, if the same attention was 

advertisers give to 


we v 
sure 


ads have 
ns 


giver 
to them that retail their 
advertisements. 

“The difficulty in the way, ho 
that most all advertising for trade journals is 
taken personally representatives of 
the papers, who, at the 
tract, 1s t 
resentative and the 
pare it together in what seems to 
the best shape. The representative is anxious 
to ple the advertiser gives him 
way, and when copy prepared in such a man 
ner has been sent in it is rather a delicate 
matter for the editor or adve rtising manager 
to change it. In one or two instances where 
we have sted a change our efforts have 
not been appreciated. 

advertisement s« 


wever, is 


time of makinga n 
get ‘copy,’ and the 
advertiser usually pre- 
them to be 


are anxk rep- 


and his 


sugge 


“If the 
a good advertisement 
acter of trade j yurni al 
be vastly improved.’ 

Mr. Lord, I think, w 
to have the ads prepared ¢ wn expense, 
especially in the beginning of his plan of cam 
paign. He wou id undoubtedly fir id his patrons 
better satisfied with the results. When a 
medium brings good returns to an advertiser, 
there is for the solicitor, because 
the advertiser will seek space of his own ac- 
ord, and he will want more of it. Besides, 
space which well pays those who use it can 
be sold for more money than ordinary space. 

After a good start is made the rest will be 
easy Just as soon as one firm in any line 
reaches out for business by up-to-date, ju- 
dicious and attractive advertising, it will be 
surprising how quickly others will imitate. 
For example, look at the baking powders, 
bicycles, corsets, amateur photograp hing 
outfits, dermatologists, washing com- 
pounds, tooth powders and washes, to say 
nothing of proprietary medicines and a hun- 
dred other things. All this high art aise. 
tisixg has been brought into beimg simply be- 
cause some one of them started in cn § and 
stirred the other fellows up. 

There isn’t a good reason why builders of 
textile machinery, steam engines, boilers, mo- 
tive powers, dealers in mill supplies and the 
many other advertisers in the 7extile World 
should not be spurred on to the 
deavor 

The difficulty pointed out by Mr. Lord is a 
common one "he main object of the solic 
itor is to get an order and acontract. “‘Copy”’ 
is secondary. The order ought to be re- 


licitor was always 
constructor, the char 
advertisements coulk 
id it profitable 
11S « 


less need 


soaps, 


same en- 


39 


When I was little more than an ap- 
prentice in a country ee office out in 
Indiana I used to go to the job cases and put 
together fearfully onderfully made ads. 
Then, taking proofs, | would submit them to 
wn’s most progressive merchants 
draw forth the praise 
INTERS’ INK now, but they 
ads then, because they were 
ther fell My labor was 
seldom lost, and the merchants nearly always 
allowed them to appear over their signatures 
and paid for the space The idea may not 
have been new then and it certainly isn’t now, 
but the plan is a good one nevertheless 
As Mr. Lord the advertisement solic 
itor ought to be a 1 ad constructor, but a 
commingling of a se cardinal virtues is rare 
n why the two should not work 
together to great advantage, however. The 
constructor co prepare the matter in ad 
and the solicitor could submit it. That 
the efforts easier; the 
publisher would sell more space; the adver- 
tiser would better returns, and it would 
seem that under such an arrangement we all 
yught to be happy 


versed. 


and w 


muld not 
of the editor of Pr 
were pretty go 
better than the 


ads we 


ws. 


says, 
see no reas 


vance 


would make 
la 


atter’s 


The atter 
to tw 


rers’ Ink has been 
f the weekly Ledger of 
ouiies i, Ill., both dated May 3, 1895; the 
first copy on the upper right-hand corner of 
the sixth page contains an advertisement of 
Castoria, the nd copy contains at 
other advertisement. In the issue 
the state of affairs exists, and e Cs 
toria people say that so far as they know this 
occurs in every alternate issue. If he is a 
benefactor of his race who causes two blades 
of grass to grow where only one grew before, 
how much greater the journalist who can 
make one choice position in his paper satisty 
several exacting foreign advertisers. — PRINT- 
ERs’ Ink, August 7 
And the 


discharge 


while sec 


same as- 


fact as stated above caused the 
of the foreman. If the Castoria 
have any kn of any 


above would be 


pe ple Ww le issues 
‘ a r than the 
In fact, these 
nes that ever happened 
to make 


our pressm: an, E 


we pleased to 
issues were the 
Of this we 
an affidavit, as 
Ibert Zarley, wh¢ 
with the Ledger for 


know it twe 


only 


are willing also is 


has been 


ver three years. Enough 


said.—Ledger, — Zi. 


Displayed Ad" vertisements 


Must be handed in one week in advance. 





_ WISCONSIN { ACRICULTURIST, 


STAMES FOR SObKE 


THE WAVE, leading Pacific Coast 80 


ciety, literary betes political weekly. E. KATZ, 
186-187 World Bldg Bow ,00 weekly 


York, , sole guaranteed. 
YEARS ya THOUSAND 
4 OLD. 8 CIRCULATION, 
THE RECORD OF 
BRIDGEPORT’'S ONLY MORNING PAPER 
THE MORNING UNION. 


BRIDGEPORT, CONN. 
«RATES ARE LOW.. 4 


TIONS —Send 
» Bethlehem, Pa. 


San Francisco, al, the 


= 





PRINTERS’ INK. 


wane the Best Salesman 


on the road, to handle the “‘ Century” Pony, the 
Nee — ” Web and other high-grade printing 


necessary out must 
ptability to grasp aaniced 


strong individuality, good 

Bronk g i and one who has 

uccess, need apply. Do not 

, but write with vail particulars. All com- 
munications confidential. 
CAMPBELL PRINTING PRESS & MFG. CO., 

6 Madison Ave., New ¥ York. 





oeeeee oeeees 


The Age and 
Influence 


of a paper play an important 
part in the success of an adver- 
tisement. THE CHRISTIAN 
UPLOOK (formerly the Buffalo 
Christian Advocate) has these 
qualities and circulation too. 
What is better ? 

Rates, etc., 


THE CHRISTIAN UPLOOK, 


ESTABLISHED 1850. 
BUPPALO, N. Y. 


sees 





;- 
. 
+ 





on application. 











ADVERTISERS. 


Invariably get good returns from 
a good advertisement advertising 
good goods, for which there is a 
demand, judiciously inserted in the 


Agricultural Epitomist, 


Send for sample copy and card of | 
advertising rates. | 





Indianapolis, Ind. 


It Leads Them All... 
“ The Daily Republican's” Circulation 
tis from Four to Five Hundred Copies 
more per day than any other Daily 
Paper pub ished in Bucks County, Pa 
The publishers of Kowell’s “ American News. 
Forth Jirectory,”’ in —— out the Directory 
or ry Rte say of THe DaILy REPUBLICAN, 
e y Higher Rating than any other 
Daily Published in the County.” 
The medium for Advertisers, sure. 
i——_ ~e~ Si = connection with the 


or F 
REPUBLICAN PRINTING CO., 


DOYLESTOWN, Pa 


RIPANS 


\TABULES | 


feekly 
Daily. 


Frederick George Moore, 

M. D., of London, a specialist 
in all forms of chronic diseases, 
under 

“sg 


have had wonderful success 


writes from Boston, 


date of June 20, 1895: 


with the ‘ Ripans Tabules’ 

and highly recommend them. 

The formula is good, and I 

do not hesitate to say that 

in every case where I have 

prescribed them they have 

- 
proved successful. 
Ripane Tabules are sold by druggists or by 

mail if the price (50 cents a box) is sent to 


The Ripans Chemical Company, No. 10 Spruce 
St., New York. Sample vial, 10 cents. 


+ 


+ 
* 
+ 
+ 
. 





Chicago. 





A SMALL MAN, A BIG BOY 


AND 


A Triple Alliance that will produce 12,000 to 14,000 papers per hour. 
CAMPBELL PRINTING PRESS & MFG. CO., New York. 


MODEL WEB 


SPOTS SESE SESE SEES ESSE EESESOEOS OSOOS 





Sorereeee 
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pacsanasaccncnaceedons Texas Farmand Ranch 
‘ The Clouds > DALLAS, TEXAS. 


WEEKLY. 
‘ Drop Fatness 


HE TEXAS FARM AND RANCH isa 

Texas paper, and its circulation is 

mainly in Texas, but it has a large number of 

The subscribers in Louisiana, Arkansas, Arizona, 

Dull New Mexico and the Indian Territory. It is 

Times the official paper of every Texas State organ- 

Are Over. ization in the interests of Agriculture in all 

= its branches. It has persistently barred its 

columns to all forms of advertising other 

than that of the cleanest and most desirable 
character. 

The large manufacturers of agricultural 
implements who seek trade in Texas have 
branch houses in Dallas, and they have all 
united in signing the following: 

o those who intend advertising any 
clean, legitimate business in this section, we 
can heartily recommend Texas FARM AND 
Rancu as the best, most popular and widely 
circ ulating adv ertis ing medium in Texas.” 

lis is certainly worthy of the considera 
tion of any advertiser who wants to reach the 
farmers of Texas 


--.©REACH for the trade of TEXAS. 

There is plenty of it. 

rhe reach of Texas Farm 
and Ranch will grasp it for you. 

It Enters the Homes of the bulk of farmer rs 
and stockmen in Texas and surroun: 
ing States every week of the year 

J.C. BUSH, 
SpecitaL EASTERN REPRESENTATIVE, 
vuevuvvvvuvvevevevvvewd | Times Building, NEW YORK. 


The 
National Tribune 
Pays. 


That is why the best advertisers have 
used it for years. 


Over 100,000 every issue 


Z 


live business man will fail to adver- 
tise this fall. 
Address THE NATIONAL TRIBUNE, 
Washington, D. C. 
Or BYRON ANDREWS, 
Manager Branch Office, 


World Bidg., New York City. 


AAA AAA AAA RRR RRR RR RARE ee 
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| ile tipneabetckmeanaiiiaeails 


Springfield, Ohio, with its 40,000 wide-awake people, and its 
bustling factories, is agood town. There are some people 
there who take the 


EPUBLIC- | IMES 


because they have always read it, and their fathers before 
them—sort of sentiment about it—but most people take it 
because it publishes more news and of a better quality than 
any other Springfield paper. It’s the only paper in the town 
with type-setting machines, perfecting press, complete tele- 

graph facilities—in short everything that makes a real news- 
paper. That's why it pleases the people and pays its patrons. 
It’s the same way with its two weekly editions 


The WEEKLY TIMES, on Tuesdays 
The WEEKLY REPUBLIC, on Thursdays 


They cover Clark county (and there isn’t a better county in 
the world) because they are the only local papers that give 
the people what they want. An advertiser is missing a good 
field if these papers are not on his list. 


THE HOSTERMAN PUB. CO., Springfield, Ohio. 
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o<o<e<> ?| Replies toa 

OO oe 
The want ‘‘ad”’ 
Best 


Mediums 





IN THE 


Harrisburg 
Telegram. 


The following clipping appeared in 
the Press throughout the 
country on July 27th: 


Advertisers all tell 
the same story.... 





PARTED TWENTY-ONE YEARS. 
[cory or ap ] 


Free Recipe for Drunkenness. Happy Re-Union of a Lancaster Man 
and Wife in Far-Off Oklahoma. 


By Telegraph. 
} 


For the sure and secret cure 
of the Alcohol and Tobacco 
curse, Tasteless, Harmless and 
Certain. Prescription sent free LANCASTER, July 26.—A letter was re- 
to wives or friends of inebri- ceived here last night announcing the 
ates, or Tobacco users. A mar- reunion of "Squire John H. Morrison, of 
velous success in even advanced Snyder, Oklahoma, and his wife, who 
cases. Inclosestamp. Can be had been separated twenty-one years. 

iven secretly in coffee, etc. The story is a romantic one. In_ 1865 

rR. Hiram Cook, 18 Park Morrison married a Miss Fry, in York 
Row, New York. county, and five years later came to this 
city, where he met business reverses. 

He then went West, leaving his wife 
and four daughters here, and nothing 
more was heard of him until last March, 
when an advertisement for a wife 
appeared in a Harrisburg paper (HAr- 
RISBURG TELEGRAM), signed John H. 
Morrison. It was seen by one of his 
daughters. She answered it. 

Morrison received 6 1'7 answers to his 
advertisement, but replied only to the 
one written by his daughter. In the cor- 
respondence that followed their rela- 
tionship was disclosed, and when he 
learned his wife was still living he made 
arrangements to take her to his Western 
home. The letter received yesterday 
states that they recognized each other 
on sight at the railway station in Okla- 

oma. 


.-CIRCULATION TELLS.. 
A TRIAL ORDER WILL PROVE THE 


Harrisburg Telegram 


BRINGS THE ANSWER. 


= a 


& 


[THIs Is THE LeTTrR.] 


RESULTS ARE SATISFACTORY. 
C. E. Ex.is, 517 Temple Court, N. Y. 


Dear Sir:—Some months 
ago, acting upon your repre- 
sentations, I was induced to 
place a reading advertisement 
in Tue Vickery & Hive List, 
and have now much pleasure in 
advising you that the results 
have been satisfactory, and 
look to them being so to a still 
greater extent in the coming 
fall season, feeling assured that 
“ VickErY’s ” isone of the ad- 
vertiser’s best mediums for 
reaching that ever-desired goal 
of seed tauinae returns. 


Dr. HIRAM COOK. 


All Particulars as to Circulation, 
Rates, etc., furnished by 


Cc. E. ELLIS, 
Manager New York Office, 
517 & 6168 TEMPLE COURT, 
NEW YORK CITY. 


Advertising Office: 
517 & 518 Temple Court, New York. 
C, E. ELLIS, Manager. 
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Make Your Advertising Pay 


All advertising has a value. You want the 
most profitable mediums—those that have been 
tried and found up to the standard in the way 
of producing returns. 

Ohio is a most prosperous State, 


DAYTON 
one of the best cities commercially, 


The Morning Times and Evening News 


its leading papers—papers of good circulation 
among a solid, substantial people. 
If your article is one sold to family trade you 
need the News AND TIMEs in introducing your 
goods in this section. 
Send for advertising rates. 
H. D. LaCOSTE, Special 
38 Park Row, Newspaper 
New York. Representative. 
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my) Sew 
Daily Nonpareil, 


COUNCIL BLUFFS AND OMAHA. 
Leading Daily Paper in the Missouri River Valley. 


7 Columns, 8 Pages. 
Sunday, 12, 16 and 20 Pages. 
Full United Press Report. Set with Mergenthaler 
Typesetting Machines. Printed on Fast Press. 
Send for sample c8pies and advertising rates. 
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NEW NONPAREIL COMPANY, 


COUNCIL BLUFFS, IOWA. 


PROPRIO ROO ROS DOR ROS ROS 


ORR 
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44 
532,054 ~~ 


The Official Census gives this as the 
Membership of the. 


Protestant Episcopal Church in America. 





The flower of this army of Church 
people will meet in Triennial Conven- 
tion at Minneapolis during the three 
weeks beginning October 2, 1895. 
71 Bishops 
208 Clergymen 
208 Laymen 
The authorized representatives of the 
Church,and its highest judicial body,will 
consider grave questions of Church pol- 
ity. The interest of the Church wil ns 
centered to an unusual degree upon Min- 
neapolis during those three weeks. 


The Church Standard 


al tal i el i tl i el bl i bi lh hl hi 


Of October 5, 12, 19, 26, and November 2, 
will contain {ull and accurate reports of 
the proceedings of the Convention. Past 
experience tells us these numbers will 
have avery wide circulation—of more 
than usual value to advertisers, as they 
will be preserved and frequently "referred 
to during the next three years. 

Shrewd advertisers who wish to reach 
so large a number of Church people at 
our regular rate should write us at once. 


THE CHURCH STANDARD CO., 
112.N. 12th Street, PHILADELPHIA, PA. 








Cover 
California 


Ca refully 


By 


Advertising 


Overland 
Monthly 


FRANK E. MORRISCN, 
Eastern Agent, 
Boyce Building, 
Chicago. 


Temple Court, 
New York. 








read as joint owners and literary 
each year, and.... 


For Rates 


29 EUCLID AVENUE, 





N. B —Send for Booklet Free on ‘ 


PEORIA, ILL. (Formerly Terre Haute.) 


=” The only ILLUSTRATED MAGAZINE 
of the RAILROAD BROTHERHOODS. 


Reacnes... 1 50,0007 


Cash Buyers EACH MONTH. 


The MAGAZINE is owned and controlled by the 


Membership— 


contributors. Preserved and bound 


... THE AD NEVER DIEs... 


—~——‘i 
W.N. GATES, Manager Advertising, 


CLEVELAND, O. 


BuoTHERHOOoDs.”’ 











BUYING ADVERTISING 
CERTAINTY. 
The Sunday School Kanes 


In THE SUNDAY SCHOOL TIMES you receive the publicity of 
an adult circulation of over 
160,000 copies weekly— 


the active Sunday-school 


POPOL Aes oh 
PHILADELPHIA 


Lutheran Observer ‘ 
Presbyterian Journal workers of different denom- 
Ref’d Church Messenger inations — coupled with a 
Episcopal Recorder = —— 
Lutheran 

Christian Instructor the paper more valuable and 
Christian Recorder 


money guarantee that makes 


safe for both subscriber and 
advertiser. 

These are the only papers, with one exception, published here 
for their denominations. They offer an exclusive and the best in- 
dorsed way to reach over 60,000 religious homes, in this rich 
Middle States locality, of families able to buy what they want. It 
will only cost you a postage stamp to learn the price of the ad- 
vertising and all about the papers. 


The Religious Press Association, Philadelphia. 
ae ol 


The Arrow 
Time Stamp 


Unique, Accurate, Durable. 
SATISFACTION GUARANTEED. 


Will send a machine on fifteen days’ trial to any 
party rated as responsible by mercantile agencies 
Write for illustrated circular, mentioning this pxper. 


ANSWERED 


APR 28 1895 


cee 2 Ba BAIRD CLOCK CO., 


PLATTSBURG, N.Y. 


NER ENG, 
ew SO, 2165 South Clinton st., 181 Queen Victoria St., 
CHICAGO CHICAGO, ILL. LONDON, ENG. 














In this busy age 


Large advertisers who 
have **been through the 
mill’’ elect to place their 
advertising in the hands 
of reliable parties. 

Thus it is that 


Carleton & Kissam 


handle almost 
exclusively the 


Street Car Advertising 


of the world’s greatest 
seekers for publicity. 


It will pay you to do likewise! 


9,000 FULL-TIME 








Our Pyramid and 
Double 
Acrostic 


——w 


Over easonable 
_ eliable 
Cities 
—_ , ates 
in which 


COLUMBUS and 


we can Akron, JolicT 
Roanoke, DenvcR ) 
place your owell Lawrenc uarantee 
L , E 
Elizabeth, San JosE ood 
card, Tonawanda, Mc KeesporT 
Oakland Corona, PassaiQ 
11 X 21 OF New York, Plainfield UticA 
Aurora, Wy andott« Ro« hesteR 
It X 42. Niagara Falls Sagina AtlantA 
Duluth, Canton. Detroit, Port Hurol 
Kalamazoo, xeaver Falls LindenwalB 


Service. 


Indianapolis sat reck, HaverhilL 
8 Paul, “oungstown Jaltimore, Fall RiveR 
J Ile r ChicagO 
ville, AstoriA 
New BedforP 
Moline, NashuA 


Syracuse, vil 
Albany. Madisor 
Minneapolis, Toled 
Grand Rapids. Muskegor 
Elgin. Los Angeles, Charlesto Salem, City IslanJD 
New Orleans, Terre Haute, im. Willams¥ 
Evanston, Richmo id. Davenport surlington,  MechanievillE 
Rochester, Saginaw, Braddock tillwater, West SuperioR 
Allegheny; Dgyton, Stockton. St. Joseph. Austin. Danville, NewporT 
Long Island City, Kansas City, Savannal ledon, Bay City, Winoosk] 
Louisville, Massillon, Lynchburg eficld (O.), I iu St. Loui§ 


Sp 
Irvington, Hamilton (Can). Salt Lake City, Clinton. Liberty, CuincinnatI 
Springfield (Ills.), Flushing, Arlington, South Orange, Rock Creek, BostoN 
Trenton, Brooklyn, Buffalo, Paterson, Newark, Sing Sing, Milwaukee. PittsburG 
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Try it. 


The best way to do all newspaper 
advertising is to “try it” for a time. 

“ One brick won't build you a house.” 

One advertisement, one time, in any 
newspaper would hardly pay anybody. 

The Chicago Newspaper Union Lists 
are the same as other newspapers. One 
insertion would hardly be a fair test. But 
you can try it if you like. 

What the largest advertisers in the 
country are doing is running their adver- 
tisements right along from year to year. 

They undoubtedly do it because it 
pays them. 





CHICAGO NEWSPAPER UNION, 


93 S. JEFFERSON ST., AND 10 SPRUCE ST., 
CHICAGO, ILL. NEW YORK. 
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DEPARTMENT OF CRITICISM. 
By Charles Austin ‘Bates. 


Advertisers everywhere are invited to send matter for criticism ; to propound problems 


and to offer suggestions for the betterment of this —_ 
advertising will be criticised freely, frankly and fairly 
booklets, novelties, catalogs. Tell me your advertising troubles 


ADVERTISING IN GENERAL. 


The Grocery World of Philadel- 
phia gets out some very effective adver- 
tising matter. A recent folder of theirs 
bears this sentence on the first page : 
‘*To the men who want to do more 
business this year than last.’’ The 
first inside page reads : 





Buy Popularity. 


Popularity is the result of publicity, pub- 
licity is gained 


BY ADVERTISING. 


As surely as flowers droop without sun- 
shine, or a yacht cannot sail without a breeze, 
neither can a business flourish without ad- 
vertising. 

When we say advertising we do not neces- 
sarily mean newspaper space. Prominent lo- 
cution, signs, circulars, salesmen, philan- 
tropy—every method of making a favorable 
impression upon possible purchasers—is ad- 
vertising. 

Of all known methods, however, the most 
economical and effective, measured by cost 
and results, is a weekly announcement in a 
medium reaching the greatest number of 

ople directly interested in your goods. 
For the grocery trade that medium is 


THE GROCERY WORLD. 


** , 

H. L. Cramer, of the Sterling Rem- 
edy Co., has sent me samples of a new 
candy cathartic called ‘‘Cascarets,”’ 
and some literature pertaining to it. 
It is all red. Most anything that Mr. 
Cramer does isred. His advertising is 
done with a certain swing that makes 
red ink very appropriate. There is a 
lot of it that I do not like, but he says 
it sells medicine, and that stops criti- 
cism. The main thing about his ad- 
vertising is the thorough dead earnest- 
ness of, it. It sounds as if he didn’t 
stop to think how it was going to 
sound, but let it come just as he 
thought of it. May be that is what 
makes it sohard. A good deal of this 
advertising might give very serious 
offense to a great many people. How- 
ever, if there are enough of the other 
kind of people, and you know just 
where to put your finger on them, it is 


Anything pertaining to 
Send your newspaper ads, circu 


rs, 


perhaps I can lighten them. 


OI 


all right anyway. I think the one 
class could be reached without giving 
offense to the other; Mr. Cramer evi- 
dently doesn’t think so, and he pays 
the bills. 

The little booklet about ‘‘Cascarets ”’ 
is worth looking at. I think it will be 
looked at wherever it is displayed. It 
is black on the outside, with blood red 
letters showing through. The title is, 
*‘One of the Things That Kill.” 
There are ideas in it. 

* # 

The Standard Electric Company of 
Chicago sends me a batch of adver- 
tisements which are probably very 
good. The display feature is excel- 
lent. I don’t know when I have seen 
two-inch ads that were so pleasing in 
appearance. I am inclined to believe, 
however, that they are just a little bit 
too funny. They are the kind of ads 
that will amuse some people and offend 
others, Perhaps those who are of- 
fended may be very foolish for taking 
offense, but that doesn’t make the ad- 
vertisement any better. It doesn’t 
make any difference whether people 
are foolish or not so long as they buy 
the advertiser's goods. I believe these 
same ads could have been filled with 
the same ideas, expressed plainly and 
simply in hard, common-sense lan- 
guage, and would have been product- 
ive of better results. 


Better is a circuitful of Standard 
lamps with low cost of maintenance and 
satisfied customers, than many circuits 
of defective imitations with expensive 
repairs and vexation of spirit. 


Ponder the pages of our book; mailed 
free. 
STANDARD ELECTRIC COMPANY, 


205 La Salle St., cor. Adams, 
Chicago. 


Whoso buyeth the Standard system 
of arc lighting findeth a good thing, and 
obtaineth favor of his neighbors. 


Ponder the pages of our book ; mailed 
free. 


STANDARD ELECTRIC COMPANY, 
205 La Salle St., cor. Adams, 


| Chicago. 


ee 





50 





Re thou just with thy neighbor and 
furnish the Standard system of electric 
lighting, for therein i is ease of operation, 
low cost of maintenance, with content- 
ment and riches. 


qnnte the pages of our book ; mailed 


STANDARD ELECTRIC COMPANY, 
205 La Salle St., cor. Adams, 
Chicago. 





Another advertisement, sent me in 
typewritten form, is, Ithink, very much 
better. It contains a little more mat- 
ter and tells an interesting story in a 
sensible way. I think it will have a 
much better effect on ordinary people. 


The End of a Contract, 


like the end of a wasp, merits 
respectful consideration. It may be of value 
or worthless, though the beginning overflows 
with promise. € promise little, perform 
much. We bind you to use the Standard 
lighting system, not by contract, but by the 
excellent service the system gives, the low 
cost of maintenance, the rare need of repairs. 
An ever present contract, uniting us in the 
invisible bonds of satisfactory treatment. 
No system for arc or incandescent lighting so 
simple, so perfect mechanically, so efficient 
electrically. Our book will tell the rest; 
mailed free. 


STANDARD ELECTRIC CO., 
205 La Salle Street, cor. Adams, Chicago. 


#9 
Tue J. R. Watkins Mepicat Co. | 
Wixona, Minn., July 29, 1895. § 
Mr. Charles Austin Bates, New York: 

Dear Sir—In response to the invitation on 
the inclosed slip I send you herewith a copy 
of our latest pamphlet, “* A Winona Industry 
Illustrated.”” It was printed on our No. 6 
Country Babcock Press, which is not espe- 
cially designed for half-tone work. We are 
doing business almost exclusively with 
farmers in the country by means of can- 
vassers traveling with team and wagon. 
The booklet is intended for circulation among 
this class of people. The cbjects of the pub- 
lication are set forth in the circular letter to 
our men, copy of whieh we inclose. We 
should be much pleased to have your candid 
opinion as to its value for advertising pur- 
poses, with any suggestions that you may see 
fit to make as to how it could be im pe 
The undersigned is a subscriber and reader 
of Printers’ Ink, and enjoys the Depart- 
ment of Criticism very much. Yours truly, 

Paut Watkins, Vice-President. 
The pamphlet sent with this letter 
is exceptionally well printed and il- 
lustrated for a thing of this kind. It 
immediately gives one the impression 
of the largeness of the business. For 
distributionin country districts, I should 
think it might be very effective. I 
don’t think it would be worth the cost 
in large towns and cities. The circu- 
lar which goes with the book is, I 
think, worth reprinting. It hits straight 
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from the shoulder, and has the stamp 
of honesty. 


“A WINONA INDUSTRY 
ILLUSTRATED.” 


Dear Sir—We hand you herewith a sample 
copy of our latest booklet called ** A Winona 
Industry Illustrated."’ This is by far the 
most costly advertisement we have ever 
issued, and goes ahead of anything we have 
seen gotten up by a medicine house. The 
book shows up our business exactly as it is, 
without any exaggeration whatever. Every 
statement in it is absolutely true. The en- 
gravings are made from photographs, and 
represent the plant just as itis. The cover 
of the book is an original design by one of 
our local artists. We have tried to make the 
reading matter interesting, without becoming 
tiresome, the object being to impress upon 
the reader the following facts: First, The 
people who are running the business, how 
they came by it, their right to it, etc.; sec- 
ond, The association of the name of our 
city with our business, showing the advan- 
tage of location, etc.; third, A description of 
our plant, showing our facilities for doing 
business ; fourth, Interesting facts about our 
Extracts, Essences, Spices and Baking Pow- 
der; fifth, Our business, and how unfair 
competitors try to take advantage of it, and 
how they may be prevented from doing so. 
The right kind of an agent can take this 
book and get the customer interested, and 
before he leaves he will certainly make sales. 
Now, we want one of these books put in 
every house in your territory where English 
is read, and we want you to impress upon the 
recipients that it is something exceptionally 
fine—not ‘> be thrown aside as soon as 
glanced over—but to be preserved and shown 
to friends and neighbors. It is nice enough 
to find a place on the center table in the par- 
lor. You will notice that we have no adver- 
tising at all on the cover, as we wished the 
book to make a handsome appearance. How- 
ever, if you want to stamp them, you may 
use the center of the inside of back cover for 
that purpose. These books cost us lots of 
money. We don’t want one of them wasted, 
and every one must be put where it wil] do 
good. If you will distribute them in a way 
that will make it pay us, we will furnish them 
free, provided you report each week the 
number put out. If you want the books, but 
do not wish to report or distribute them in 
accordance with our plan, we will furnish 
them to you at three cents apiece. Please 
make out your order on the inclosed blank. 


THE J. R. WATKINS MEDICAL CO 
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Sam W. Hoke, Advertising Agent, } 
87 Nassau Street. » 
New York, August 30, 1895. } 
Mr. Charies hentia Bates, care re of Pr inters 

Ink, New York City, N. Y. 

Dear Str—I am always an interested 
reader of your de a of Printers’ Ink, 
including the ready-made ads, some of which 
I have used with scarcely a change. 

Yours very traly ’ 
Sam W. Hoxe. 


If an advertising agent can make use 
of the ready-made ads in PRINTERS’ 
INK and please his customers and hold 
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their business by doing so, it would 
seem that these customers might, gain 
something by themselves subscribing 
for “‘ The Little Schoolmaster in the 
Art of Advertising.’’ Mr. Hoke might 
be said to be taking a post graduate 


course, 
* & 
7 


RETAIL ADVERTISING. 


Seymour, Conn., Aug. 22, 
Mr. Charles Austin Bates: 

Dear Sir—Taking advantage of the gen- 
eral invitation extended by the “ Department 
of Criticism’? in Printers’ Ink, I submit a 
few advertisements we have been using. 

Up to within two or three months we had 
been having ten inches, single column, in 
The Seymour Record regularly (issued week- 
ly). Since then we have had varying space 
and have paid about one-half more per inch 
for the privilege ($72 a year for ten inches, 
single, and 20c. an inch in varying quantities 
or $104 instead of $72 for the same aggreg: ate 
amount of space). This is all the advertising 
we do. Do you think it advisable to con- 
tinue as at present or return to the regular 
space ‘ 

The only (!) fault I find with the ads is that 
as a rule they seem to fall flat. 

I have known of direct returns of limited 
amounts from some of them, but as well as I 

can judge they do not pay. I don’t know 
whether they are generally read or not, but 
imagine they are. Do you consider the pres- 
ent style of setting good ? 

Comments and suggestions will be highly 
appreciated. 

Yours respectfully, 
With S. R. DEAN, 
Dealer in General Merchandise. 

That these ads haven't brought re- 
turns is certainly not the fault of the 
ads. I believe that they are good. 
They are particularly good, coming as 


they do from a small place. 
Shoes needn't be laid aside as 


LO soon as hot weather goes. The 


kind we are selling so cheap make an excel- 
lent house slipper at any time of year. 
Light enough for slipper comfort and heavy 
enough for a step outdoors. 

We have extended the cut price ($1.50) to cover 
all the men’s low shoes in stock. We shall buy 
no more and want 3 sell every pair—that’s why 
the price is half co 


ganas ™ men’s sizes. 


S R. DEAN. 
W HAT makes baking powder good ? 
Does the name or the price? 
The name is a guarantee—insurance simply 
—and you pay for it in the price of the 
goods. But rates of insurance differ. We 
can sell you baking powder fully ingured for 
35c. apound. And our insurance is all you 
could ask for. Here it is: 
The Boston Baking Powder is guaranteed to 
us to be as pure and strong—as good every way 
as Royal or Cleveland’s or any other. If it 
isn't we n n’t pay forit. We make the same 
Enow it. Th to you. If it isn’t good we want to 
now it. The empty can and your word that it 
doesn’t “ pan out” brings your money back. If 
it is good it’s a money saver. 10c. qr., 18. half, 


5c. pound. 
S. R. DEAN. 


189s. 


Rost. K. DEAN 
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PRETTY SOON 


bulk of the season's canning—cooking and 
sealing your fruit and par-cooking urself, 
probably—using Antifermentine and 
saving coal, perhaps. 


Antifermentine is a harmless preparation, in 
tablet form, of salicylic acid and common salt, for 
preventing or stopping tern.entation in fruit, 
cider, ete. 

Place the fresh fruit in jars with one anti 
fermenting tablet—dissolved—to each pint of 

ruit. Pour over it a cold syrup of sugar and 
water, cover and put awa 

If done ace ording to simple directions all fruit 

with the exception of some kinds of berries 
will keep fresh without shrinking and will retain 
its natural flavor 

Box, containing about fifty tablets, 45c. 

\«k your doctor about it, if you have any 
doubts. 


Mason’s Lightning and Hero jars 

Extra rubbers for Mason’s and Lightn.ng. 

A limited lot of Magic pints at the special 
price of 55c. a dozen. 
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you'll be 
doing the 


s.R. - R. OEAN. 
for a pair of men's 


$6 OR $8 shoes stands for more 


than high quality of stock and making. It 
stands for the certainty of a fit, for “ expert" 
service and advice, the reputation of the 
house and other things. 

If you have money enough ora ha ard foot 
to fit probably you get your money’s worth 

We haven't the variety of shapes or per 
haps auite the assortment of sizes and widths 
that you find in the best city stores, but no 
better calf or more careful hand sewing and 
making goes into any shoe than into the one 
that we sell for $4.50. 

There's hardly one chance in ten that we 
can’t fit you, either. 


the 
Perhaps there is noth- 


I don’t know chout 
prices quoted. 
ing attractive in them. Perhaps there 
is something wrong with the store it- 
self, or it may be that the paper the 
ads are published in doesn’t reach a 
sufficient number of people, or it may 
be that it is not an interesting paper 
to the people it reaches. I firmly be- 
lieve that the character of the paper 
has much to do with the effectiveness 
or the ineffectiveness of the advertis- 
ing that is done. I believe I can un- 
derstand the failure of the baking pow- 
der ad. The price is too close to that 
of the Royal or Cleveland to make it 
any object for people to buy it. A 
woman isn’t going to risk her time and 
patience, and the other ingredients 
that go into a baking, for the sake of 
saving from five to fifteen cents on the 
baking powder. As nearly as I can 
figure it out, the failure of a baking 
causes about seven thousand dollars’ 
worth of vexation to a woman who 
really prides herself on her ability as 
acook. She is not going to risk all 
that money just because Boston Bak- 


anything 
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ing Powder is guaranteed. The other 
powders are guaranteed by the experi- 
ence of thousands of women for num- 
bers of years. 

There is some reason why these ads 
do not pay, and if Mr. Dean will keep 
a sharp look-out for it, he will doubt- 
less find it some place. The ads are 
well enough written, so far as that goes. 
The fault must be in the paper, in the 
store, or in the facts that have been 
put into the ads. 

* * 
* 
“ Tue SunDay News.” t 
ALTUONA, Pa., June 10, 1895. 
Mr. Charl:s Austin Bates : 

Dear Str—I don’t pretend to know much 
about ad wae —-tene and editing is 
more in my line. owever, since I have 
been editing the Mews I've had to write a 
few. I inclose you a few I've “ faked up” 
for a tailor and one for a grocer. | stole 
what I could and wrote what I had to, and 
the result is before you. Please give me 
your opinion of my efforts in this direction. 

I send you herewith a copy of the Sunday 
News, on which I invite your criticism and 
suggestion for pushing its circulation. Any 
assistance you can give me in this line will 
be thankfully received. We are young in 
the business and are always anxious and will- 
ing to learn. Please answer my questions 
and oblige, Yours very truly, 

Harry U. Tissens. 

These ads are very well written from 
a literary standpoint, but they are not 
quite so good as advertising. They are 
good, but it seems to me that they 
could be shortened and improved. If 
they could be cut in two about the 
middle, I believe it would be better. 
They would be better still if the read 
ing matter was shortened and some 
definite information with prices on 
certain goods were given. I reproduce 
two or three of them, because they all 
have good points in them. What they 
need is condensation. 





James 
Whitcomb 
Riley, The Poet, 


Says he would be well dressed if he had to go 


hungry. Riley is right. It pays to make as 
contain appearance as possible. Clothes do 
not make the man, but they help amazingly. 
From every standpoint it’s advantageous to 
be neatly din fashionable clothing. I 
am prepared to make, on reasonable notice, 
suits from fine imported or domestic fabrics 
in the latest styles at very moderate prices. 
We guarantee the fit of every garment turned 
, out, as none but finished workmen are em- 

ployed. Don't look slouchy when you can 
get a fine custom-made suit so cheap. Call 
and examine goods and ascertain prices. 





“Uf Levan made them, they fit.” 


SUMMER DAYS 
HAVE COME AGAIN 


And with them comes the necessity for 
light weight, seasonable clothing. 
Whether you want a fine evening dress 
suitor a negligee or business suit we 
can please you and give you a fit that 
can’t be duplicated in this town nor 
improved in any other. We have all 
kinds of suitings in various patterns 
and grades and we take a great deal of 
pride in having them made right—in 
pleasing our customers and making 
them regular patrons. 

e guarantee the quality of the goods 
and the fit and give satisfaction to the 
most exacting. Don’t wear your old 
heavy suit when you can get such a 
nice summer suit at such reasonable 
rates. 





“ If Levan made them, they fit.” 
WE MAKE FRIENDS 
OF OUR CUSTOMERS—AND 
CUSTOMERS OF OUR FRIENDS. 


Transient trade is ali right for a superstruct- 
ure, but steady custom is the foundation of a 
business—that’s what we have worked for. 
We have given prices which have attracted 
you and treatment which will hold you—do- 
ing this we disprove the old statement that 
7 ion is no friendship in business.”” A man 
had better try to get along without custom- 
ers than without friends. We knew a fellow 
once—but that’s another story—so is this : 

You are about due for that summer suit 
now—weather getting too warm for the heavy 
winter clothes. Come in and inspect our 
stock of fine fabrics—something to suit all 
tastes and pocket-books. Don’t worry about 
the fit-- we attend to that. There is no guess- 
work about the set of a suit when we take 
your measure. The best dressed men on the 
Streets to-day are wearing our clothes. We 
please the most exacting in fabric, fit and 
workmanship. 





“If Levan made them, they fit.” 
NEVER MIND 
THE WEATHER. 


Don’t allow the cold snap of the past week 
to deter you from ordering that new light 
weight suit. Summer will soon be here— 
warm enough, and then you will need some- 
thing cooler than you are wearing now. We 
have in stock the atin foreign and domestic 
fabrics, woven in the newest patterns and 
shades. The goods are well adapted to all 
occasions and we can suit you whether you 
want an outing svit, a business suit, a dress 
suit or any other kind of a suit. Our clothes 
all bear the unmistakable stamp of being the 
output of artist tailors. We employ the best 
help obtainable and turn out no suit which 
does not measure up to the high standard 
set. We take your measure and GUARANTEE 
a fit. Don’t look shabby or slouchy when 
the same amount of money will make you 
look elegantly dressed if you patronize 
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READY-MADE ADS. 


I do not write these ready- ready-made ads. They dre 
taken wherever they are found, and credit is 
iven to the author when he is known. Contri- 
yutions of bright ads are solicited. The name 
and address of the writer will be printed, if he 
wishes it to be. -C. A. B.| 





Fora Clothie r. 


This Is a Chance 


for you 
folks who like to make a dollar go as 
far as possible. 

We've carefully looked again at all 
the Boys’ Shirt Waists made, for fear 
there might be a better one out than 
the “ Star.’”” We wouldn’t swap agen- 
cies for double the profit that’s in the 
“Star.’’ We want the best—and the 
next is further behind than ever. 

The Star makers have the 
advantage because they've 

got their own weaving 

works—their own designers 

—and everything to do with. 

Guess we've all of 500 different pat- 
terns in the spring line. You can’t 
wash the colors out—nor you can’t 
wash ’em out of shape. They're not 
any higher than any good Waist. 
We trim our profit so they shan’t be. 





Heading for any Business 


OUR HOPE. | 


Tell us how to make this a —. 


ter store if you can. We're not 
satisfied to have it the ee in 
town. We want to make it the 


best in the land. 


For a Trunkmaker. 
Let Us Send For and 


Repair Your 


OLD TRUNK 


—Possibly it may tide you over to next 
season— save you buyi ing a new one just now. 
A postal will bring us, and we will estimate 
free. Delivered, too, if we repair it 








For a Laundry 


Wal to your own busi- 
ness "’ is a pretty good rule to go 
by. We don’t waste our time 
abusing other laundries—there’s 
room for any laundry if it’s good 
enough. We're directing all of 
our energy to making our laundry 
the best in Washington—that’s 
why we're doing as much busi- 





ness as all the rest combined. 
Drop 2 \eaeaes and our wagon 
will cal 


For Gaso ‘ine  Svece~tip i Ss. H Blackwell). 





A man with a ten-cent cigar in his ee 


remarked, the other day, that just as soon as 
he could afford it, he was going to buy his | 
wife one of our “Reiaste” Gasoline | 
Stoves. “Her kitchen is awful hot,” said 
he, “and she just about roasts herself cook- 
ing over that old cook stove.” 

We suggested that one ten-cent cigar a day 
would, i in a year, buy the stove and gasoline 
enough to run it a year. 





| 





53 
For a Glazer. 


We’re Glad You Like Our 
Way of Doing Glasswork 


—it must be that we have a 
“knack " of doing it better and 
different from others, else you 
wouldn’t tell your architect to 
“let Hodgkin do the glazing.” 
We thank you for the appreci- 
ation. By the way, if you would 
care to look upon the largest stock 
and the largest plates of glass 
that have ever entered Washing- 
ton, drop in and let us show you 
through our warehouse. 

For Building Materia/s. 
We sell 
everything 
that enters into 
the construction of a 
house, and sell it 
lower than 
anybody 
else, 
and keep it always 





in stock. 





For 


NOTHING 
EXPERIMENTAL 


about our method of painless treat- 
ment for ailing teeth. It is entirely 
scientific — perfectly harmless and 
has proved eminently successful 
whenever used. The advice and 
attention of a skilled practician as- 
sured every patron. Extracting 
without pain, 50 cents. 


a Dentist. 


For a Dentist. 
There is a Point 


on the down grade of quality and 

price where cheapness ceases to be economy. 
| Our claims of superiority rest on superlative 
service and not on price—but the association 
| system enables us to adopt fees which private 
practitioners cannot afford for the best grade 
of wor 

Read our ad on local page. 

Extracting 25c.; with Zono or gas, 50c.; 
cleaning, 75c.; fillings, 75c. up; gold crowns, 


| $7.50; best teeth, $8. 


For a Jeweler—(By Henry Holmes). 
A GLOCK 
THAT LIES 


makes lots of needless 
waiting. The most wearisome 
thing in life is waiting. Often it 
is needless. A clock too slow, or 
too fast, makes the trouble quite 
often. That's a trouble easil 
remedied. Every watch or anak 
we sell goes with our guarantee 
on its time-keeping qualities. 
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32 per cent 
More Advertising 


printed in THE EVENING Post during 1894 
than appeared in any other New York 
evening paper. The excess in 1893 was 
25 per cent. 


654 More Columns 


of advertising printed in THE EVENING 
Post during 1894 than in 1893. An ex- 
ceptional record. 


Nine Times 
Out of Ten. 


“The advertiser who will use but one 
evening paper in New York City will, 
nine times out of ten, act wisely in select- 
ing THE EVENING Post. No other has so 
large an advertising patronage. In influ- 
ence and respectability it easily takes the 
lead.”—Printers’ Ink. 





Publication Office: 
206-210 Broadway, - - New York. 
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The 
Best 
Engineer 


keeps his eye always on the track ahead. If he 
tried to be conductor, baggage man and all, there 
would soon be a smash. Other departments of 
your business demand your attention. Better let 
some one else handle the advertising throttl— 


preferably 
LORD & THOMAS, 
Newspaper and 
Magazine Advertising, 
45749 Randolph Street, 
CHICAGO. 
Yd we 
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& The Omaha Bee 


Has made its mark. This is because it thorough- 
j ly covers its field. Not a city or 
town in the great State of Nebraska 
where the Daily and Sunday cannot 
be found; not a farm-house or 
hamlet in which the Weekly is not 
read. Also adjoining territory in 
lowa, Kansas, Missouri and the 
Dakotas. It is up-to-date in 
everything that makes a newspaper great. It 
enjoys the confidence of its readers, and is a 
power of good to its advertisers. 


a Known Circulation : 

Y Daily, Exceeding . 19,000 
= Sunday, “ . . 20,000 
mn Weekly, ‘ . 35,000 


A. FRANK RICHARDSON, 


Chamber of C ce, Tribune Building, 
‘“ CHICAGO. NEW YORK. 
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Al 


Scattle 
Post-Intelligencer---.- 


Every intelligent advertiser knows that, in 


Daily, Exceeding 
Sunday, Exceeding 
Weekly, Exceeding 


Chamber of Commerce, 
CHICAGO. NEW YORK. 


TIVIVVIVIV ITC LULU u iL! 
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placing new articles on the market and in 
keeping old ones before the public, the 
grcat newspapers of the country are the 
most effective mediums. This is because 
they have a large and prosperous con- 
stituency, with ample means to supply their 
wants. The great newspaper of the State 
of Washington is the SEATTLE POST- 
INTELLIGENCER. It has no rival, no 
peer, and stands absolutely at the head 
of the newspaper procession in the great 


Puget Sound Region. 
--00@@@eee-. 

KNOWN CIRCULATION : 
14,000 
15,000 
15,000 


#000 OOCe--- 


A. FRANK RICHARDSON, 
Tribune Building, 
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Don’t Waste 
Your Money 


--00@OG>O <DOCee-- 


In no department of a printing office is there 
more waste than in_ inks. The cans and kegs 
are left exposed and the ink becomes dirty and 
hardens. You can save from fifty to eighty per cent 
on your ink bills by buying from me and sending 
the cash with the order. My inks are the best in 
the world and if they are not found satisfactory | 
am always willing to have them returned and the 
money refunded. | trust no one. I never ship the 
inks without the money. These are iron-clad rules 
from which T never vary. 

Give me a chance to convince you! 

Address (with check) 
PRINTERS INK JONSON, 
8 Spruce Street, NEW YORK. 


P. S.—My job ink cabinet containing twenty-one different 
iaks is just the thing for any printing office. It is both orna- 


mental and useful. Price $12.00, cash with the order. 
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Cheaper 
and Better 


nil 


BUFFALO My competitor, the Buffalo 
PRINTING Ink Works, had an advertise- 
INKS ment in the Chicago /xland 


g 

| Printer for September, and | 

J 

at dima | have reproduced the same. 

—_—— It calls attention to the fact 
WORKS, 


BUFFALO, N.Y that their inks are not as cheap 
, ih. 





as the cash-in-advance inks, but 
they are better and more re- 
liable. My raw materials are 
purchased from the same con- 
cerns that they buy from, and 
are made into the best inks that 
~~ can be manufactured at any 
‘rice. The cost of selling has been the largest item in the 
rinting ink trade for years, and the prices of the inks had to be 
ept up accordingly. My competitors would sell on six months’ 
redit and take a note for six months at the end of that time; 
ind, of course, they cannot afford to sell at my prices, as I have 
no salesmen, and have the use of the money to push my busi- 
ess. I keep no books. I make no bad debts. If the cash 
loes not come with the order, I hold on to the ink. hese are 
iron-clad rules from which f never vary. 
If the inks are not found as represented, I will buy them back 
igain. Send for atrial order, and compare them with the high- 


priced inks you formerly used. 


PRINTERS INK JONSON, 


8 Spruce Street, New York. 
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More Circulation 
And Less Than Half | 
Their Rate. t 











The circulation of the Washington EVEN- 
ING STAR is more than that of the three 
other Washington dailies combined, and yet 
its rate is less than half of that of the three 


papers added together. 


THE STAR | 


covers the city of Washington completely. It 
goes to 82% per cent of all the occupied 
houses. It charges but 7™% cents per line for 


10,000 lines to be used within one year. 


L. R. Hamersly, 
New York Representative, 


49 Potter Building. 





| 
































PRINTERS’ INK. 


There Are 
Not Many Others ~© 


Mighty few weekly papers’ circulations exceed 
100,000. The weekly edition of 
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i. 
Kansas City 


Star 
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is one of these few. Mailing lists at its New 
York, Chicago and home offices evidence this 
fact. No advertiser has ever been disappointed 
in the results it produces. Where ads have 
been keyed THe WeeKLy Srak has always 
stood at the head of the list of business 
bringers. Rates will be advanced October 1. 
Get in before they go up. 


THE STAR’S GUARANTEED CIRCULATION: 


Daliy 60,000. Sunday 60,000. Weekty 110,000. 


=e 


Chicago Office, 1320 Masonic Temple, New York Office, 80 Times Bidg., 
W. T. DAVIS, Mgr. FRANK HART, Mgr. 





PRINTERS’ INK. 








It's the Talk 


of the Town. —.—_ 


The great success we have made 


with the Advertising on the 


BROOKLYN “L,” 


and you don’t have to go to 





Brooklyn to see how we do it. 
Our immense new offices give us 
plenty of room to display racks, 
signs and posters. Call in and 


look around. 
. @*2 
Carleton & Kissam, 


Main Floor. Postal Telegraph Building, _ 


253 BROADWAY, N. Y. 


BROOKLYN OFFICE, 33 SANDS STREET. 





PRINTERS’ IN 


SIDE CARS IN 


| Chicago 





offer the Best and Cheapest medium 
of publicity in the metropolis of 
the West. 


@ZOeesd 


1,100 FULL-TIME CARS. 








165,000,000 Passengers in 1894. . 


Sees 


For rates address 


CARLETON & KISSAM, 


87 and 89 Washington St., Chicago. 
“= 
50 Bromfield St., Boston. 


253 Broadway, New York. 





PRINT ERS’ INK 


All Cee. te 


Ohio 
ARE ON.. 


Place your 
advertise- ment in 
THE CLEVELAND PRESS and it will HI¥ ‘90,000 EYES 
and influence over 300,000 THRIFTY BULK YES. Why not 
use these eyes to your profit ? 


IF IT IS IN THE vicmeng IT PAYS. 


E. TT. PERRY, 
MANAGER GENERAL ADVERTISING DEPARTMENT, 
» 53 Tribune Building, New York, 65 Hartford Buildin), Chicago. 








